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The value of person- 
ality when it comes 
to dealing with red- 
blooded sportsmen is 
the absorbing theme 
in “Sells Sporting 
Goods with Smiles” 
Page 
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The right way to sell 
toys as observed at 
one of the biggest 
eastern hardware 
stores is all explained 
in “Toys. Sensibly 
Sold at Bridgeport.” 
Page 80. 
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Did you ever think 
of the advantages of 
hot weather and the 
many things you 
have in your store 
for June customers? 
Read “Things That 
Sell Best When Hot 
Weather Is Here.” 
Page 82. 
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Enormous profits are 
being made by the 
sale of phonographs 
and records Are 


you Getting Yours? 


Read “‘Making Pho- 
nographs Pay Your 
Store Rent Every 


Season Through the 


Year.’”” Page 85 
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There is no _ better 


time than RIGHT 
NOW to sell gas and 
oil ranges Your 
chance to reap. a 
harvest. Read the 
stories” on pages SS 
and 90 
e o¢ © 

How circular letters 


brought money into 
the hardware store 
along with good will 
is intefestingly told 
in the story, ‘* ‘Get- 
ting Personal’ in Cir- 
cular Letters.’ Page 
91 
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View of Hinge showing one Side Plate, 
Back Plate and Floor Plate attached. 





Getting Your Share 


of the business in any line depends largely upon the popularity 
of the particular brand you carry. 


The line of floor hinges in popular demand is the 


NATIONAL 


BALL-BEARING FLOOR HINGE 


Contractors are glad to recommend them because they use 
them in their own homes. 


And hardware dealers are glad to sell NATIONAL Hardware 
because it gives such dependable and faithful service that it 
swings trade their way. 


Like all NATIONAL goods, our Ball-Bearing Floor Hinges 
come packed COMPLETE in a neat box, with all necessary 


parts and full illustrated directions for attaching. 


Selling the NATIONAL line means easier sales and quicker 
turnovers and we sell direct, which insures better service and 
larger profits for the dealer. 


Are you getting your share of NATIONAL business? 


National Mfg. Company 


Sterling, Illinois 
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Dark part carries the weight 
of the door independent of the 
spring-closing feature. 





Dark part shows the spring- 
closing feature independent of 
the part which carries the 
weight of the door. 
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the town where I do my trad- 
ing. 

One is on the corner—a prize 
location. It is a peach of a store 
with tile floor, marble counters and 
showcase bases. The cases them- 
selves are made of the finest Circas- 
sian walnut. The stock is large, 
varied and of fine quality. It is 
some store. 

The other is three blocks from the 
main street. It is just a store. The 
floors are covered with plain lino- 
leum, and the equipment consists of 
second-hand show and wall cases. 
The stock is small, but well selected. 
In other words, it is a good “little 
store’ with nothing apparently to 
brand it as out of the ordinary. 

When the Mrs. calls the office and 
they tell her I have “stepped out for 
a minute” she knows she can find me 
at that little cigar store, enjoying a 
smoke and a visit with the proprie- 
tor. One day she asked me why I 
always seemed to go to the little 
store three blocks away, instead of 
doing my soldiering in the nice, big, 
well located store. 

Well, I hadn’t thought much about 
it up to that time, but when I finally 
answered her question I said: 

“Guess it’s because I like Ted.” 

You see, Ted owns the little store. 
He is one of those whole-souled fel- 


f i ‘HERE are two cigar stores in 





Sells Sporting Goods 
With Smiles 


Albany. Hardware & Iron Co., Albany, N. Y. 


Builds Business on 


Basis of Friendship 


and Quality 


lows who calls you by your first 
name, asks about the baby and talks 
garden, baseball, fishing, politics or 
war with you, depending on the thing 
that is uppermost in your mind. He 
shows an interest in me and my 
affairs, and I like it. 


A Friendly Man in a Friendly Store 


There is a merchandising lesson 
for the hardware man in that little 
cigar store. 

Success in selling sporting goods 
hinges very largely on getting the 
young fellows to “like Ted.” Per- 
sonality counts in the sporting goods 
department perhaps more than in 
any other section of a hardware 
store. If the ball players, the fisher- 
men, the boys and others like Ted 
they are going to trade with him. 

The Albany Hardware & Iron Co., 
Albany, N. Y., has hit the “like Ted” 
nail square on the head. Only in 
this store it is “Buck’—L. H. Buck- 
ley, who has made the _ sporting 
goods department one of the busiest 
spots in a busy retail establishment. 
Buckley knows the ball players, the 
tennis crowd, the golfers and the 
fishermen and they like him—like 
him immensely. 

When he took over the department 
it was depending on the call trade. 
Persons who came in found a good 
stock and the sales were quite satis- 
factory. But Buckley decided that 
real growth called for going out and 
getting the business and taking an 
active part in the athletic activities 
of Albany. So with a few friends 
he put over the Albany Commercial 
League. It is made up of fast base- 
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ball teams representing the factories, 
stores and organizations of the city. 
There are eight teams and they play 
Saturday afternoons and Sunday 
mornings. 

They made Buckley president of 
that league. Quite naturally he sold 
the players their uniforms and gloves 
and shoes. And also quite naturally 
he sold the league its baseballs, bags 
and like equipment. 

Each year the teams play for a 
beautiful cup presented by the manu- 
facturer of some well known line of 
sporting goods. This year they are 
playing for twelve gold watch fobs 
presented by a manufacturer of 
sporting goods and a cup given by 
Mr. Buckley’s firm. 

In addition, the individual who has 
the highest batting order will get a 
prize and other individual playing 
prizes will be given. 

By way of doing a special stunt 
this year the winning team is going 
to go to New York, with all expenses 
paid, to see a world’s series ball game 
played—of course, that means if it 
is played in the east. If not they 
will be taken to some regular game 
in New York. 

There is a city league in Albany 
and the Albany Hardware & Iron Co. 
supports it fully, making a liberal 
cash donation to its expenses and co- 
operating in every way to make it a 
success. Mr. Buckley had just land- 
ed a mighty juicy contract to fur- 
nish the city league with its base- 
balls when he talked with HARDWARE 
AGE representative. He said the deal 
was put over simply by getting out 
and hustling for the business and 
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The Albany Iron & Hardware Co., Albany, N. Y., believes in going after the fishermen in regular style. 


E. N. Matthews 


is responsible for the window display, while the progressive spirit of this store is responsible for the exceedingly fine 
In fact, the entire sporting section of the store is considered to be the best in 


interior where the fishing tackle is kept. 


being good friends with the baseball 
interests of the city. 


A Sample of Buckley’s Selling Philoso- 
phy 

“This matter of cultivating the 
young fellows and the other users of 
athletic goods must never be forced,” 
said Mr. Buckley. “It must come 
from the heart or not at all. If the 
friendship is simply on the surface 
it won’t get you any farther than the 
batter’s box. You will be called out 
on a foul tip. However, if it is gen- 
uine you will score many a home run. 
I like other young fellows; I like to 
fish and play baseball, so it is only 


the city 


natural that I feel thoroughly at 
home among the fellows who enjoy 
outdoor sports, and as they know me 
it is equally natural that they should 
come to the store I am in to have 
their wants filled. Friendship will do 
the same thing for your business, 
but remember, it must be genuine, 
Simon-pure friendship or else it 
won’t lift a wee bit.” 

Cultivation of the women trade in 
sporting goods has been a feature of 
Mr. Buckley’s department, and it is 
really surprising how well it works 
out. A fine line of women’s sweat- 
ers, outing shoes, caps, etc., are car- 
ried and it has not been at all diffi- 


cult to build up an increasing busi- 
ness in this line of merchandise. A 
woman clerk is always at the service 
of the lady customers in the Albany 
Hardware & Iron Company’s store. 

Quality is the note that sounds 
full and clear in the sporting goods 
department, for poor merchandise 
never was a bigger boomerang than 
it is in sporting goods. Most of this 
line is subjected to rough usage, and 
it must stand up. 


Quality Keynote of Sporting Goods 


Have you ever noticed that price 
is no bar to sales of sports equip- 
ment? Men of red blood do not care 
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The upper window display comes from the Stambaugh-Thompson Co., Youngstown, Ohio. 
the art work done for this store by Seward Trinkle, who is a past master in making windows attractive. 











The big poster is typical of 
The lower win- 


dow is from the American Hardware Stores, Inc., Bridgeport, Conn., where William Lennox has gained a reputation as a 


what they pay for a golf stick so 
long as they get one with the proper 
“feel” and balance. The _ baseball 
catcher seldom asks what the mitt 
costs. Instead he pounds it with his 
free hand and tries it out once. If 
it suits him he will buy it even 
though it bars him from presenting 
his best girl with her regular box of 
bonbons. The woman who buys an 
athletic sweater looks for quality and 
fit before she even asks about the 
price. 

Possibly one of the wisest things 
any sporting goods manager can do 
is to promote a baseball league. 
Every locality has its possibility in 


display artist of no mean ability 


this direction, and it affords a big 
and constant market for goods. Do 
not overlook the baseball and foot- 
ball possibilities of the public and 
private schools. Cultivate the au- 
thorities and sell the complete out- 
fits for these institutions. It means 
a nice fat stroke of business and it 
means establishing a reputation for 
your goods among the people who 
use the most of them. 

Large stocks, good merchandise 
and a friendly relationship with the 
trade spell success in sporting goods. 
Find the man in your store who likes 
the great outdoors and loves his fel- 
low men. Put him behind vour sport- 


ing goods counters and give him an 
opportunity to “cash in” on his nat- 
ural qualifications. Back him up 
with an adequate stock of reliable 
sporting goods, regular window and 
interior displays and a fair share of 
the advertising appropriation. 

It will mean increased “pep” in 
the business. 


The Richard-Wilcox Mfg. Co., Au 
rora, Ill., has moved its Indianapolis 
office from 40 West Ohio Street, to 608 
609 Occidental Building 

The Jamcap Rim Tool Co., 
Mass., has been organized to market a 
new style tire rim tool 


Boston, 








Toys Sensibly Sold at Bridgeport 
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American Hardware 
Stores, Inc., 
Bridgeport, Conn. 
Have Department 
Where Kiddies Can 
Test Every Toy 


A combination window that brought in great results for the toy department 


UMMER toys are the kiddies’ 
joy at the American Hardware 
Stores Inc., Bridgeport, Conn. 


S 


There is seldom a time during any 
season of the year that some part 
of the spacious windows of this big 
3ridgeport hardware store fail to 
display something of interest to the 


kiddies both large and small. And 
the toy department on the second 
floor is a veritable play room, full of 
cars and wagons and automobiles, 
electric railways and airplanes and 
hundreds of odd and fanciful play- 
things that only magicians and 
wizards could create out of the pro- 
lific imagination of childhood. 

Of course, before we go any 
farther we may as well make a con- 
fession of the greatest magnitude. 
The railways are in dire need of a 
fairy god-mother, and the stock of 
toys that the American Hardware 
Stores have at the present time is 
lamentably small in comparison to 
what they usually have, and also to 
what they expect to have as soon as 
factories catch up with production, 
and the railways are relieved to 
some extent from their embarrass- 
ment. But in the same breath let us 
add that the toy stock at the Amer- 
ican Hardware Stores is large 


enough and ample enough to give 
plenty of happiness and activity to 
most of the children that are grad- 
ually making the American Hard- 
ware Stores a stopping place. 

Miss C. C. Haumer, the young and 
clear-eyed advertising manager of 
the American Hardware Stores, was 
eloquent in her lamentations about 
the low stock in the toy department, 
but she showed us enough to con- 
vince us that there is some truth in 
the old saying that a man is only a 
boy grown tall. We would have liked 
to stay in that play room and in- 
dulged our desires to full gratifica- 
tion, riding around and around the 
room on velocipedes, automobiles and 
kiddie cars one after another, and 
to have experimented with the toy 
submarines and diving ducks, or te 
have played Napoleon with the gren- 
adiers of the guard on the Hoor. Miss 
Haumer was very kind and very pa- 
tient, and answered our questions 
more specifically than most people 
have the faculty for doing, and we 
are indebted to her for the trouble 
she took on our behalf. 


Believe in Large Displays 


Anybody interested in toys at the 
American Hardware Stores, and that 
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seemed to be the entire staff of sales- 
men and clerks from William J. Len- 
nox, the window trimmer, to the 
youngest boy in the establishment, 
is strong in the belief that the thing 
that has built up the toy department 
and maintained it as one of the larg- 
est and most interesting in any 
eastern hardware store has been due 
primarily to one of the most funda- 
mental principles of successful mer- 
chandising, which is nothing more 
nor less than continual and variated 
display. The word display mentioned 
in any connection with the American 
Hardware Stores at Bridgeport is 
essentially an active verb, because 
everything that can ‘possibly be dis- 
played is used to active and unusual 
advantage. 

The windows of the store are spa- 
cious and the displays are changed 
every ten days. Toys play an im- 
portant part in the display windows 
because one of the policies of the 
firm is to build for the future and 
there is no more solid and time- 
resisting foundation on which to 
build for the future than upon the 
hearts and the minds of the kiddies. 
But the window display is only a 
promise of what is inside the store. 
As mentioned before, the toy depart- 





June 10, 1920 


ment is on the second floor and is 
indeed a veritable play room. 

The center of the room is taste- 
fully arranged displaying small rock- 
ing horses, little gocarts, small but 
scrupulously exact pool and billiard 
tables, and various odd assortments 
of trundling toys. But above all and 
over all both literally and in matter 
of interest, and indeed what is in 
reality the crowning achievement in 
the room, is the large netted frame- 
work of steel and iron tracks and 
braces across which electric cars and 
trains glide and weave fantastic pat- 
terns which the imagination of a 
child stretches to magnificent dis- 
tances and heights. 

Along all four sides of the room 
are every conceivable kind of toy 
vehicle and above them on well or- 
dered shelves are boxes and boxes 
of small toys and trinkets. On sep- 
arate tables are various kinds of 
mechanical mills and dredges and 
performing clowns. Tables are set 
with the most delicately tinted china 
and metal ware for flaxen-haired 
dolls that sit around them in per- 
petual feast, with almond-eyed and 
kimona clad Japanese serving maids 
in attendance. Goldfish and toy sub- 
marines swim contentedly together 
in subterranean gardens and hang- 
ing bells tinkle as the June breeze 
comes in the window to touch them 
playfully as it passes. 


Testing Toys in Storé 
The aisle space around the room is 
kept clear and serves as a small race 
course for the youngsters to try out 
the high-powered racers or veloci- 


pedes. The day that we visited this 
room, devoted with such understand- 
ing and taste to the aspirations of 
childhood, there were no children 
present—the school room having 
prior claims—but the scratches and 
marks on the floor gave ample evi- 
dence that there had been high do- 
ings and much earnest energy devot- 
ed to generating speed and power in 
the autos that had once waited in all 
the serenity of paint and varnish for 
a small toddler to test them and to 
take them away. 

Aside from the fact that most of 
the credit for the toy business of the 
American Hardware Stores is given 
to display, another factor has played 
an important part in the development 
of this important phase of the hard- 
ware business. That factor is news- 
paper advertising and the advertis- 
ing that the American Hardware 
Stores do through the medium of 
their own store paper, “The Amer- 
ican Eagle.” This paper is issued 
monthly by the American Hardware 
Stores and goes free of charge to 
some 3600 customers and prospects. 
It contains all the latest news about 
the American Hardware Stores, dis- 
cusses seasonable merchandise, and 
household problems and directs spe- 
cial attention to various lines of 
goods at regular intervals. 

The main thing is that the Amer- 
ican Hardware Stores at Bridgeport 
appreciate the value of having what 
people want, and of displaying what 
they have in such a way that people 
discover that they want more things 
than they had any idea existed. They 
have found success in getting the 
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children into the store and by that 
success as a natural result the 
grown-ups have follbwed where the 
children led, to see perhaps, but hav- 
ing seen, to buy. 


Pratt & Lambert Move 


The New York offices and plant of 
the Pratt & Lambert-Inc., Buffalo, have 
been moved into new headquarters, 
provided by the erection of a new plant 
at 393-407 Freeman Avenue, Long 
Island City, N. Y. The New York office 
previously was at 185 Madison Avenue, 
with the plant located at 241 Borden 
Avenue, Long Island City. The change 
co-ordinates the New York office and 
works, and provides increased storage 
and shipping facilities for serving the 
trade in the New York district and 
eastern territory. 

The new plant represents over a 
quarter of a million dollars investment. 
It is a substantial building built in the 
form of an “L,” with a two-hundred 
foot frontage on Freeman Avenue. The 
material used is reinforced concrete 
faced with brick veneer. 

The offices are on the 
and a cafe is provided for the em- 
ployees. The plant also includes a 
garage for the motor truck fleet used 
for deliveries in the Metropolitan dis- 
trict. 


second floor 


The Milligan Hardware Co., 669 At- 
lantic Avenue, Boston, will be forced 
to vacate next month when its lease ex- 
pires. The company also has been 
forced to vacate its storehouse at 214- 
216 Purchase Street, the building hav- 
ing changed hands. The company will 
continue its store at 8 Devonshire 
Street. 











The toy department in the American Hardware Stores, Inc., Bridgeport, Conn. 


and enjoy themselves. 


Children are encouraged to come here 


This store has made wonderful strides in the toy department and realizes that “kid” trade is a busi- 


ness builder and that the boys of to-day are the business men of to-morrow 














Things That Sell Best 








When the Hot Weather Time Is Here 


The Bride and Graduate Both Want Gifts, the Housewife 
Is Looking for a Cool Kitchen, While the Man of the House 
Needs Seeds and Lawn Fixing Tools of All Kinds 


the fact that summery is here. 

You don’t have to stir out of 
the house to realize that the ther- 
mometer is way up and your spirits 
are way down. It won’t be long be- 
fore the old dog days are here and 
with them come all kinds of discom- 
forts for everyone. 

Perhaps the only ones that are 
not affected by the hot weather and 
whose dispositions are spoiled are 
the thousands of brides that during 
June will don the orange blossoms 
and change names for an indefinite 
period. They are totally unaware of 
the disagreeable weather and have 
their thoughts only upon the day 
when they will start keeping their 
own little nest or “dove cottage” ana 
their many friends are all thinking 
just what they can give them to 
make the “cottage” good enough for 
the ‘‘doves.”’ 

Here is where the hardware man 
comes to the front with his line of 
suggestions and plays the part of 
Cupid’s partner. The little God of 
Love can only lead the happy couple 
as far as the altar railing when he 
must skip away and grab another 
couple. It is not right that they 
should be left in this manner with- 
out someone coming to the aid of 
their friends and help out in plan- 
ning the new home. In steps the 


iy HERE is no question regarding 


hardware man with an arm full of 
silver, cutlery, aluminum, electrical 
goods, kitchen utensils, vacuum 
cleaners and seventeen million other 
things that the bride is sure to want. 

Then there are the girls and boys 
that are stepping up to the foot- 
lights over at the “Opry House” and 
getting the diplomas that tell them 
that they are ready to battle the 
world against all comers. They have 
just graduated and custom decrees 
that they be given presents also. 
Here again the hardware man should 
be ready to help out and give them 
the proper kind of presents. These 
youngsters perhaps mind the weather 
but not to such an extent as their 
elders. 

For while the bride is getting into 
the double harness and the boys and 
girls are graduating, mother is 
standing in a hot kitchen getting 
ready the dinner or the washing or 
ironing or else running up stairs and 
down cleaning the house. And the 
hardware man is to blame if he does 
not see to it that the mother has a 
cool] kitchen and a cool house in which 
to work. With electric washers, vac- 
uum cleaners, gas stoves and other 
conveniences he is in a position to 
make every woman in the town hap- 
pier, cooler and able to give more 
time to other kinds of work or en- 
joyment. 
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Every man in the town is anxious 
to see to it that his garden and lawn 
are kept in the best of shape. In the 
first place he simply has to keep a 
garden this year, as all foodstuffs 
are so high, and in the second place 
he must see to it that the lawn is 
kept trimmed and sprinkled and the 
hedge clipped or else he will be 
classed as the man who has no civic 


pride. Again it is up to the hard- 
ware man to see to it that he is 
satisfied. 


And after all of these people have 
been sold what they need, there is 
still that big list of men who en- 
dulge in every kind of sport. Think 
of the things that your sporting de- 
partment will sell this very month 
when so many different kinds of 
sport are starting. And the children 
who need toys and will get them 
from your toy department. And the 
motorist. And the campers and va- 
cationists, whether they are going to 
Atlantic City or the country, the) 
have to come to the hardware store 
for their outfits. 

Let no hardware man shout that 
this is the off-season so long as there 
is a chance to supply these needs 
which are clearly up to him to sup 
ply. There is no such word as “off 
season” to the progressive hardware 
dealer. Every season presents new 
opportunities. 
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Hammacher. Schlemmer 
é Co., New York City 


A summer 
kitchen 
window 


Seed Department, Car- 
lisle Hardware’ Co., 
Springfield, Mass. 





Making Phonographs Pay Your Store 
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The phonograph department in the J. G. DePrez & Co. store, Shelbyville, Ind., is located in the heart of 


the store, as will be seen by the top illustration. 


The booths on the left are the phonograph rooms. 


Adding Music to the Hardware Store and Bringing in 
In Shelbyville, Ind., With Standard Makes—Johnstown, 


HARDWARE store that handles 
A pianos and talking machines 
profitably is somewhat of a 
novelty, yet that is what one finds 
at the J. G. DePrez Co., Shelbyville, 
Ind. And this is not the only line 
not ordinarily found in a hardware 
store that the firm handles, as they 
have installed a queensware depart- 
ment, and, according to Mr. DePrez, 
it is a winner. 
Speaking of talking machines, Mr. 


DePrez when asked how he came to 
add this line to his stock said that 
the idea came to him twenty years 
ago, when one of his clerks brought 
a talking machine to his store to 
repair. When the job was being 
done, records were put on in order 
to see if the machine was running 
right, and the music used to attract 
people to the store, as in those days 
phonographs were something of a 
novelty. As Mr. DePrez noticed the 
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enjoyment secured by his patrons 
from listening to the records played, 
the thought struck him that here was 
an opportunity to bring pleasure to 
a large number of people and profit 
to himself, so he decided to add talk- 
ing machines to his stock. That it 
has been a profitable venture has been 
amply demonstrated, and to-day the 
DePrez Hardware Co. has one of the 
prettiest and best equipped sales- 
rooms for talking machines to be 
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The top picture shows the interior of one of the phonograph booths in the DePrez store, while the lower 
picture is the elaborate phonograph department of the Swank Hardware Co. store in Johnstown, Pa. 


the Women Who Buy Hardware—DePrez’s Big Success 


Pa. Store is the Music Center for the Whole 


found anywhere in the State. From 
talking machines to pianos was a 
natural step, and to-day the piano 
sdlesroom, on the second floor, is sec- 
ond only to that of the phonograph 
room on the first. 

Mr. DePrez, ever on the alert to 
increase his business, early noted 
the constantly increasing number of 
women customers coming to his 


store, and in order to make it a more 
attractive and interesting place for 





them, he has added a queensware de- 
partment, served exclusively by lady 
clerks, in which is carried a complete 
stock of china and, silverware. This 
department he finds a profitable one, 
as it serves to bring women to the 
store, and when they have made 
their purchases in the hardware de- 
partment, they just naturally gravi- 
tate into the queensware department, 
and seeing the beautiful displays, 
generally take home with them some- 
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District 


thing which they had not figured on 
buying before entering the store. 
It must not be supposed that the 
DePrez Co. pays more attention to 
these side lines than is the 
hardware business, for here you will 
see one of the largest stocks of hard- 
ware to be found outside of the job- 
bing houses in the larger 
3oth Mr. DePrez and his 
“Wray” believe that to do the busi- 
ness you must have the stock, and 


given 


cities. 


son, 

















86 


they keep their stock rooms well sup- 


plied at all times. For instance, 
Shelbyville being in the heart of a 
rich farming country, is a big center 
for farming tools. and handles, and 
DePrez carries a big stock. Any- 
thing that can add to the convenience 
and comfort of their patrons can 
always be found here, and as Peter 
Lux, the corn king of the world says, 
when you want anything you can be 
sure of getting it at DePrez. 


Big Business in Accessories 


The DePrez store, in addition to 
its other lines, carries a complete 
line of auto accessories. Last year 
their tire business alone amounted 
to $30,000. This year they have 
added a storage battery room, and 
will sell many batteries. 

“Dep’s Pep,” the store paper edited 
by “Wray” DePrez, and published 
once a month, is one of the biggest 
aids to securing business the firm 
has. This is a four page paper with 
a free circulation of 4500, in which 


Swank Makes big 


Johnstown, Pa., Hardware 






appear nicely gotten up aavertise- 
ments and very interesting reading 
matter as to what is going on at the 
store. This paper can best be de- 
scribed in the words printed across 
the title page, ‘““Dep’s Pep; Being a 
Monthly Store Paper Presenting 
Helpful Suggestions and New Ideas.” 
This is the big aim of the DePrez 
Store, “Service,” and that they are 
giving their customers service that 
pays dividends, is amply demonstrat- 
ed when it is stated that sales dur- 
ing the past three years have more 
than doubled, and this year promises 
to show an increase of 35% over 
those of last year. 

And if we were to tell the readers 
of this paper the turnover last year, 
from a purchasing population of 
only 40,000, in the face of the fact 
that there are a number of other 
hardware stores in the town, it 
would be seen that the DePrez Co. 
had evidently found the answer to 
the ever present question of the 
business man. 


Profit in Records 


Store Finds Added Attrac- 


tion for Customers in Phonographs and Good Records 


By W. 


Swank Hardware 


A T first thought it might strike 
~™ the average hardware dealer as 
somewhat of a _ radical departure 
from old time customs, to sell talk- 
ing machines in a hardware store, 
but in the present day with its swift 
moving events nothing is found to 
be very remarkable when it is sifted 
out to a logical conclusion. The 
Swank Hardware Co., Johnstown, 
Pa., have sold talking machines for 
about twelve years and have found 
them one of the most profitable lines 
which they handle in their entire 
nineteen departments. It is only 
within the past five or six years, 
however, that we have awakened to 
the great opportunities of the talk- 
ing machine business. And _ since 
then we have featured the line and 
pushed it to the best of our ability. 

The results of our efforts have 
been most gratifying and the Swank 
talking machine department has 
grown steadily from a very small 
display of a few standard lines of 
machines and records to be the 
largest in this city. We carry a 
complete line of all sizes in two 
prominent makes of phonographs 
and as complete a line of records as 
it is possible to secure on account of 


J. RAUSH 

Co., Johnstown, Pa. 

the general shortage. With no 
booths for demonstrating records, 


occupying originally a floor space of 
about twelve by twenty feet, this de- 
partment has been enlarged from 
time to time until it now occupies 
six times the original floor space 
with a battery of eight bdoths and 
four more in course of erection which 
will make a total of twelve booths. 


Big Sales in Records 


It is not unusual for this depart- 
ment to handle two hundred and 
fifty to three hundred customers for 
records on a busy day. A _ good 
salesgirl who is familiar with the 
stock can take care of two or three 
customers at one time as the cus- 
tomers usually prefer to go in a 
booth to play the records themselves. 
Think of the sales possibilities in 
other lines of merchandise with this 
number of people coming in and out 
of your store. In this department 
as in all other departments of the 
Swank Store, we have always sold 
only standard lines of talking ma- 
chines and records, the best w2 
could buy; merchandise that we 
could stand back of with our own 


as well as the manufacturer’s guar- 
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antee. We have endeavored to give 
courteous, efficient and _ intelligent 
service and make it a special point 
to have the salesgirls as well as all 
others connected with the depart 
ment thoroughly familiarize them- 
selves with all the records and ma- 
chines and how to demonstrate and 
sell them so that the customer will 
fully appreciate their purchase. 

We take advantage of every oppor- 
tunity to further the education of 
our salespeople. We have them at- 
tend concerts of prominent artists 
who visit our city and at the time 
this article is written one of our 
salesgirls is taking a two weeks 
course of intensive training in rec- 
ord and machine selling conducted by 
one of the phonograph manufactur- 
ers for the benefit of their dealers. 

We have often been asked: ‘‘What 
do you do with your old records?” 
We say: “Sell them.” A record is 
always new to the customer who has 
never heard it before. Of course, 
we get certain records which do not 
sell as well as we anticipated so we 
do exactly as we would with any other 
merchandise that does not sell, we 
make special efforts to dispose of 
them and nearly always close them 
out, at least cut down our stock to a 
point where we can carry them with- 
out much of an investment. 

While not an installment store, yet 
we sell on time payments but always 
secure a liberal first payment and 
pass by many sales where the initial 
payment is too small or where we 
consider the risk too great to take 
any chance. We are sometimes 
compelled to take a machine back 
where the customer is unable to meet 
the payments, but have always been 
able to dispose of it afterwards to 
an advantage. In analyzing our 
sales, we find that on phonographs 
of the better grade, i.e., anything 
over $150, our sales will average 
about ninety per cent cash, under 
$150 about fifty per cent cash, bal- 
ance time payments. Records are all 
cash business with us. 

We have never used _ house-to- 
house canvassers on talking ma- 
chines but feature the machines and 
records at least once a week in our 
newspaper advertising, use personal 
mailing lists, outdoor painted signs, 
etc. We maintain a modern service 
and repair shop in charge of a good 
mechanic who understands repairing 
motors, tone arms, sound boxes, etc., 
and this repair shop is now prac- 
tically self-sustaining as the charges 
on repair jobs other than our own 
pay the salary of the mechanic. We 
find it pays us to give quick and sat- 
isfactory service on any machine we 

(Continued on page 113) 
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Using a Tub for Bargain Sales 


Every hardware dealer has certain 
items in his stock which he desires to 
close out at bargain prices, and a suit- 
able sales fixture for such items is 
sometimes difficult to find. 

The Anderson Hardware Company, 


Pa., as manager of the Omaha branch, 
succeeding Dan McAvoy, who has re- 
signed. For the past three years Mr. 
Armstrong has been with the company 
working out of the Kansas City branch. 

At a meeting of the Board of Direc- 




















Williston, N. D., uses a common gal- 
vanized tub for such bargain purposes 
whenever the items are of a nature to 
permit it. Naturally the tub needs 
some sort of stand to bring it to the 
proper height and make it look like a 
real sales fixture. The firm has there- 
fore devised a simple folding wood 
frame for this purpose. It consists of 
four uprights made of 1% in. or 1% in. 
material connected by crossbars at a 
point slightly below the center. An 
ordinary bolt passes through the two 
crossbars at the point of intersection, 
forming a hinge so that the fixture may 
be folded up when not in use. 
Our illustration shows the 
with tub in place ready for use. 


fixture 


TRADE NOTES 

The Foreign American General Im- 
port & Export Co., New York, has 
moved from 260 Broadway to 75 War- 
ren Street, and changed its name to 
Famport Hardware Corporation. 

The Lockwood Mfg. Co., Kansas 
City, Mo., has moved its eastern branch 
and factory from Brooklyn to Buffalo, 
N. Y., and has opened an export sales 
branch at the Grand Central Palace, 
New York. 

Mr. Preyer has been the eastern rep- 
resentative for the wholesale division 
of the Klaxon Co., Newark, N. J., in 


Canada and east of the Mississippi 
River. 

Herbert S. Palmer, who has been 
employed by the Belcher & Loomis 


Hardware Co., Providence, R. I., for 
the past forty-two years, has been re- 
tired on pension. 

R. L. Armstrong will represent the 
Pennsylvania Rubber Co., Jeannette, 


tors of the Pennsylvania Rubber Co., 
Jeannette, Pa., held recently, the regu- 
lar quarterly dividend of 1% per cent 
on preferred stock, and 1% per cent on 


Combination Hose 


In stores where display space is 
somewhat limited a combination rack 
for garden hose and automobile tires 
can often be used to distinct advantage. 

A hardware dealer in Montana uses 
a rack of this type, and is enthusiastic 
over its possibilities. The rack is built 
of wood and is neatly painted. It con- 
sists of two V-shaped ends connected 
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common stock was declared payable 
June 30, 1920, to stockholders of record 
June 15, 1920. 

The establishment of the export office 
was forced by the increased foreign de- 


mands this year for the Lockwood 
products. 

The Lockwood Mfg. Co. recently 
bought and assumed complete control 
of the Auto Fabrice Accessories Divi- 
sion of the Baker & Lockwood Mfg. 


Co., taking over the complete line of 
formerly branded “Baker.” 

John C. Meore, vice-president 
director of export sales, North & Judd 
Mfg. Co., New Britain, Conn., bits, etc., 
died at his home in New York City, 
May 26, after an‘extended illness. He 
was well known to the hardware trade. 

The Woods Process Corp., Turners 
Falls, Mass., will soon start the manu 
facture of axes, hatchets, hammers, 
picks, chisels and mattocks. 


and 


George R. Loggie, general manager 
and treasurer, was the organizer. He 
has been actively associated with the 
rubber industry for the past twenty 
years. He has been connected with 
three manufacturers in Akron, Ohio— 
the Diamond Rubber Co., Miller Rubber 
Co. and the B. F. Goodrich Co. Through 
his knowledge of and acquaintance in 
the rubber industry Mr. Loggie is said 
to have founded a very efficient organi- 
zation at Syracuse. 


Reel and Tire Rack 


with crossbars as illustrated. Notches 
in the lower crossbars are used to hold 
short lengths of common pipe which 
act as axles for reels of garden hose. 
The top crossbars form a rack for tires. 
The construction is exceedingly sim- 
ple, and the fixture occupies a mini- 
mum of floor space. It is made of 
fairly heavy material. 




















Pushing Gas Ranges for Summer Cooking 


N Homer, Mich., a hardware man 

advertised through the columns 

of the local paper that he would 
give three prizes ot $25, $15 and $10 
to the farmer hauling in the largest 
load of women (any girl over 16 
was considered a woman) on a cer- 
tain day of the month which was de- 
voted to a special sale of gas stoves. 
They were not sold any cheaper that 
day—they were simply on display in 
all sizes and at many prices, and 
their practicality was demonstrated 
by the domestic science teacher ot 
the local schools. The offer was giv- 
en good publicity well in advance, 
handbills as well as the newspapers 
being used to acquaint the farmers 
and the citizens of neighboring towns 
with his intentions. On the day in 
question one would have thought the 
circus had come to town, the 
wagons began arriving from every 
direction and all headed for this 
particular store. Many of them were 
gaily decorated—the farmer having 
rounded up not only his own women 
folks, but many of the neighbors, 
and the affair was turned into a reg- 
ular picnic. 

One of the conditions of the con- 
test was that each driver must hold 
the reins over a six-horse team. The 
farmer winning the first prize 
hitched six wagons together, each 
vehicle being loaded down with wom- 
en dressed in white and wearing yel- 
low paper caps. The sight of the 
incoming teams was as good as a cir- 
cus and practically the entire popu- 
lation of the little town was out on 
the streets to see the show. It was 
one of the best advertising stunts 
ever put over, and showed that the 
small town man is just as capable as 
his city brother of making people sit 
up and take notice. Sandwiches, 
cake and lemonade were served to all 
the feminine visitors, while cigars 
were passed around among the men. 
The bread and cakes served were 
baked on gas ranges in full view of 
the interested spectators. Hot wa- 
ter heaters were also demonstrated, 
as well as small laundry stoves, gas 
plates, and gas appliances such as 
toasters and irons. The slogan of 
the day was “Telling, not Selling,” 
and while of course anyone could 
purchase who wished, there was no 
effort made to sell—the whole plan of 
the campaign being to acquaint peo- 
ple with the desirability of having a 
gas range in the house before the 
canning season opened. 

Plenty of literature, supplied by 


as 


By W. B. STODDARD 
Many Ways to Sell Heat 
Saving Devices 
In Both Big 


and 
ry. 
lowns 


Little 


the manufacturers, was distributed 

-and having seen the practical side 
of gas cooking, the housewives were 
in a much more receptive frame of 
mind towards reading the pamphlets 
—which merely stated in a more con- 
cise form the information they had 
received from the salesmen and dem- 
onstrators during the day. By this 
“splurge” the dealer became known 
as the gas stove man of the com- 
munity, and his sales both in town 
and country were augmented accord- 
ingly. 

One of the catchiest ways of call- 
ing attention to their gas stoves for 
cooking was that adopted by Barker 
Bros., Los Angeles, Calif. They ex- 
tended an invitation to the girls of 
the domestic science classes of the 
high school to show what they could 
do in the way of preparing appetiz- 
ing and economical meals—a very 
important thing in this period of 
high prices. A model kitchen was 
fitted up in their big show window, 
and each day a group of six girls, 
under the supervision of the teacher, 
prepared an entire meal in public 
view. The menu was printed on a 
large card and exhibited in’ the win- 
dow the previous day, and due men- 
tion of it was also made in the daily 
ads. On the card was listed the ex- 
act cost of each dish—there being 
portions for five people. Each sec- 
tion tried to outdo the other in pre- 
paring a meal with the maximum 
amount of nutrition at the minimum 
-and their efforts were eagerly 
watched by many friends’ and 
strangers. Cards in the window told 
what was being done, and also sug- 
gested that gas was the cleanest and 
most economical fuel to use in cook- 
ing a meal. Every convenience was 
provided for the girls, and each of 
them received a handsome aluminum 
dish with the compliments of the 
firm—the result was that they all 
had a chance to observe personally 
the ease with which cooking could 
be accomplished on a gas range, and 
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cost 


of their own accord became the most 
enthusiastic boosters among their 
companions and in the home circle 
for the use of gas ranges for cook- 
ing and preserving. 


Show Modern Kitchen 


Hamburgers, Los Angeles, was 
another firm that gave much atten- 
tion to gas stoves in the early sum- 
mer, featuring them especially as 
desirable during the canning season. 
They first aroused interest by their 
model kitchen, fitted up with lino- 
leum, and showing two gas ranges, 
as well as a good selection of alu- 
minum ware. At one of the stoves 
stood a young woman in blue morn- 
ing dress. A card in the window in- 
vited all interested to come in and 
observe the demonstration of gas 
ranges and aluminum cooking and 
preserving utensils. 

Several weeks prior to the canning 
season they sent a short letter to 
their feminine patrons. Of course it 
was a duplicated one, but each name 
and address was inserted on the 
typewriter, thus giving it a personal 
touch. In this they said: 


Dear Madam: 
You are cordially invited to attend 
our three days’ canning session. Each 
afternoon from two to four Mrs. Simon- 
son, the canning expert, will demon- 
strate the most efficient and economical 
way of canning fruit and vegetables. 
Ask her any questions you desire—she 
will be glad to help you with your can- 
ning problems. 
Don’t forget 
Week, July 20, 21, 


the 


22 


dates—Canning 


A large section of the hardware 
department was devoted to gas 
stoves—an illustration of which is 
shown herewith—seats being pro- 
vided for all, and in addition, several 
small tables for those who wished to 
take notes. 

The hardware dealer must remem- 
ber, however, that there is a large 
conservative element in the coun- 
try—people who have used coal and 
wood for years with perfect satis- 
faction to themselves and their fam- 
ilies, and see no use in adopting new 
fangled things. The best way to 
combat this prejudice is to follow 
the example of the Bings Hardware 
Co., Cleveland, and offer a combina- 
tion which will burn either gas, wood 
or coal. Mother will want to use 
the latter, while daughter, with the 
receptiveness of Young America will 
be just as keen to use gas. Each 
can have her way, and it is safe to 
say that mother, after seeing how 
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Florence Oil Cook lect 
More Heat--Less Care 





The day is past when it is nécessary to shovel ashes, poke 


om one and bether with dam for your entire cookiag or 

king im the kitchen. THE EN OF TODAY contains a 
FLONENCE OIL COOK eo eo It barns kerosene. Powerfal 
ourpern direet an intensely hot, clean fire close up under the 
















cooking. The heat control is handy, and the indicators show at a 
glanre the degree of heat. It is wickless. ~~ are tight. 
Easy to Light. You Can See the Of . Don't think we 


along, for WISE FOLKS realize that prices are steadily advanciig in metal products, and that 

manufacturers are more and more unable te obtain the raw material from the steel mil 

ANOTHER THING: Let us tell you about our prices RIGHT NOW. It will absolutely pay you 

to investigate this week. We have soki a number which are not to be delivered until later, but the 
were wise and took advantage of buying before they really needed them. 


CALL THIS WEEK——__—-DO NOT DELAY. 
Lets of Money Lying Around Leese in Your Attic—di you know it was ? Leek 


there 
ap your old MAGAZINES and BOOKS (no news papers)—put them im « burlap sack, and the 
them up and we will pay yam 91.00 por 160 Ibs. (41 per pomnd) at the store. 


I. Van Voris, - Cobleskill, N. Y. 
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much less trouble is gas as a fuel, 
will be perfectly willing to adopt it 
altogether. If she doesn’t, she still 
has her coal stove and everybody is 
satisfied. 

This firm put out a very catchy 
and convincing ad not long ago, just 
prior to their Gas Demonstration 
Week: 


yAS RANGE 
DEMONSTRATION WEEK 


A Well Equipped Kitchen Is One 
of the Natural Rights of Everv 
Good Housekeeper 


You are not the sort of man to 
expect your wife to go along year 
after year with an old style stove 
like your grandmother had. Men 
nowadays don’t cut wheat with a 
cradle as grandfather did, and 
don’t work in their office or shop 
with out of date equipment. 

You have things up to date to do 
YOUR work. You bet you do. 
And you expect three square meals 
a day right along, too. Listen, 
men! Is it fair to the wife to let 
her get along with an old, worn- 
out stove when you can come right 
down to BINGS and secure an up 
to date 

UNIVERSAL 
the stove par excellence—which 
burns wood, coal or gas. Do this 


for your wife now. You owe it to 
her. Think it over—it’s up to you. 


The window with which they sup- 
plemented this printed ad was so 
bright and colorful, and gave such 
excellent reasons for purchasing one 
of the three fuel ranges, that it at- 
tracted the attention of all who 
passed. 


The Attractive Range Window 


The floor was covered with lino- 
leum and the center of attraction was 


a big range, above which was a 
card: “Demonstration of this Won- 
derful Three Fuel Range—Every- 
body Invited.” Tall uprights of lath, 
painted a brilliant orange, were set 
at either side of the stove. To these 
laths were attached cards of orange 
and sky blue lettered in black, each 
one telling of some especial merit of 
the stove, and red ribbons ran from 
that part of the range to the card 
which described it. For example, a 
ribbon ran from the self starter to 
acard: “Self starter for coal—Use 
no kindling.” Two larger cards 
down front advised: “No range like 
a combination—No combination like 
a Universal.” All of these cards 
were supplied by the manufacturer 
and the manner in which they were 
used is an excellent example of the 
way in which the dealer and manu- 
facturer can co-operate to the ad- 
vantage of both. Gas stoves were 
also set at each end of the window, 
and by them a list of names and ad- 
dresses of all who had purchased one 
of the stoves during the season. As 
additional purchases were made the 
names were added to the cards, and 
this constantly growing list was one 
of the very best proofs to prospec- 
tive purchasers of the value and 
reliability of that particular brand 
of stove. 

Co-operation beats competition ev- 
ery time, and if the different hard- 
ware and -house-furnishing stores in 
a town would get together—as they 
did in Los Angeles last spring—and 
institute a regular Gas Week, prop- 
erly advertising it in advance in the 
newspapers, and backing it up with 
individual ads setting forth the 
merits of their own particular brand 
of gas stove, they would arouse pub- 
lic interest and effect a large number 
of sales without that price cutting 
which is so disastrous to business. 


The Sales Advantages of Oil-Stoves 


How the Small Town Merchant Can Sell Kerosene Burn- 
ers to the Rural Trade—Good Advertising Schemes 
By A. H. VAN YorIS 


rpm * read this article, Mr. Hard- 
ware Merchant, if you operate a 
large city store, with a complete 
department given over to stoves and 
ranges of all kinds—gas, coal, wood 
and oil, for your department man- 
ager may have more and better ideas 
than the writer, with more room for 
display, both in the store and in the 
windows. 
The city merchant has a more ad- 


vantageous opportunity than his 
smaller town brother for displaying 
this line of goods, which requires no 
small amount of floor space, and in 
this article the writer will attempt 
to bring out a few suggestions which 
have proved profitable in increasing 
our oil cook stove sales this Spring. 

Perhaps there are many smaller 
town hardware merchants who have 
thought as we did, until this year, 


Hardware <¢ 


regarding the sale of oil « 
stoves—that they are distinct}; 
seasonable article, to be classed alo: 
with the selling time of lawn h: 
garden tools, screen doors and ihe 
like—merchandise of hot weather. 
Not so—of necessity—and a mere 
chance developed this discovery on 
our part. In taking inventory this 
January, we found that we had car- 
ried over from a rather late Fall 
shipment a very good stock of a cer- 
tain nationally advertised make of 
oil cook stoves. Knowing the in- 
creased cost of all metal parts enter- 
ing into the manufacture of oil 
stoves, we felt that we had a good 
value to offer our customers if we 
could induce them to realize me 
practical opportunity of buying in 
the middle of a very cold winter. On 
the face of it, and judging from pre- 
vious experience, we would naturally 
conclude that the average prospect 
would decide to defer a purchase of 
such a generally accepted summer 
product until warm weather ap- 
peared, with its insistent demands 
for a cool kitchen. But we were 
wrong, as I shall show you. 

We decided that no sales would 
make themselves, if we did not go 
half way in the matter, so we set 
up an outfit, and put it on display 
just inside the main entrance of the 
store. This position gave it a good 
prominence and we lost no opportu- 
nity for calling attention to the good 
value which lay in preparing for 
warm weather—a much better in- 
vestment than merely waiting, and 
to make a more attractive offer, we 
suggested to a prospect that he pay 
half down on an outfit, which would 
insure him a positive delivery at the 
old price when he wanted the stove. 
I believe this proposition did the 
trick, for by a surprising small effort 
on our part, coupled with a bit of 
advertising and personal follow-up 
letters, every one of these outfits, 
consisting mostly of a three burner 
stove, a mantle and an oven, were 
sold. They were set aside in the 
store house, tagged and dated for 
later delivery, and of course, our 
records showed the amount due on 
each outfit when it was set up in the 
kitchen of the purchaser. 


Thinking of the Buyer 


Another feature of these early 
sales—we guaranteed a later price 
advance, for we felt that it could not 
be otherwise, and such was the case. 
In some instances, it amounted to an 
increase of seven or eight dollars in 
the present retail price. You may 
be sure than when these purchasers 
want hardware or house furnishings 
, (Continued on page 114) 





“Getting Personal” in Circular Letters 


J. W. Valentine, 
Keeps His Name 


Col., know how to use letters 

to drum up trade, and to keep 
their names before customers and 
prospective customers. J. W. Valen- 
tine is one. He is manager of the 
Wilson Hardware Co. The other is 
J. D. Long, seedsman. Long has pub- 
licly designated the hardware mer- 
chant as “J. Wallingford” Valentine, 
and there weren’t any casualties. 
If J. W. Valentine, hardware store 
manager, had “got mad” at it, he 
would have been a poor sport, for he 
habitually ‘gets personal’ himself 
in his circular letters mailed every 
month or so to his list of Boulder 
county people. 

And the definite pulling power as 
is contained in Valentine’s letters 
is derived mainly from their per- 
sonal quality. The formula is simple 
enough for the kind of letters that 
Valentine sends out; the materials 
for them are at hand for thousands 
of other stores. He simply writes 
breezily in the interests of one arti- 
cle, or line of articles, and “ gets 
personal.” 

The circular letters, accompanied 
maybe with an advertising enclosure, 
go out under l-cent postage. He 
generally prints something rather 
unconventional on the outside of the 
envelope. ‘Grab It” or some simi- 
lar phrase as an eye-opener. The let- 
ter inside starts off in a chatty and 
jovial manner, the way he might 
banter with a customer in the store. 
He may give as much as half, or even 
more, of the letter to this general, 
interesting matter, leading smoothly, 
but inevitably, into talk about busi- 
ness. 

Advertising pressure cookers, for 
example, he told of a Valentine fam- 
ily experience. He told of the pur- 
chase of a chicken from “Hi” Wolfe, 
a local meat-shop man known to 
everybody in town, and of how old 
they found it when it arrived. The 
personal element in this letter was 
on “Hi” Wolfe, the old-established 
butcher; but Valentine apparently 
believed “Hi” could stand it. Valen- 
tine’s customers also thought that he 
could. 

Then Valentine told how the 
pressure cooker saved the day for 
them, and what a magnificent Sun- 
day dinner it made out of an old 
fowl in record time. He told how 


Tce business men of Boulder, 


a Boulder, Colo., Hardware Merchant 
and Goods Before Public in Novel Way 


J. W. Valentine of Wilson Hardware 
Co., Boulder, Col. 


many of this particular make of 
pressure cooker he had sold, and then 
enlarged with generous description 
of its many intrinsic merits. 

That was an excellent sales letter. 
It was accompanied by a slip in 
which the manufacturer talked about 
his device. 


Valentine and Long Co-operate 


The other Boulder merchant who 
believes in letters is J. D. Long. 
Neither of these men is a literary 
genius. But they know how to be 
original, how to exercise initiative, 
how to be unconventional without 
overstepping the mark. 

They got together on a mutual cir- 
cularizing enterprise, sending out 
about as much under 1-cent postage, 
of real live, readable stuff, as Uncle 
Sam would carry. 

Valentine’s letter which went in 
this cooperative sales letter enter- 
prise is typical of his letter methods, 
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and it is a good one to reproduce 
entire. 


“Yesterday morning Mr. J. D. Long, 
the Onion Set Specialist, came gallop- 
ing into our place, all out of breath, 
with hair waving, and said if I would 
address a thousand of his envelopes to 
my folks around here he would pay the 
postage on this letter. I have just 
finished the job of addressing. 

“This is the birthday of George 
Washington, the truthful, who crossed 
the Delaware. My, what a difference 
between him and Mr. Long, in the mat- 
ter of honesty. Just look at the head- 
ing on Mr. Long’s letter. 

“A SHORT MESSAGE 
LONG MAN.” 

“A fellow from Kansas told me the 
other day that Long’s seed would grow 
anywhere, although, he said, the crop 
you raise does not always resemble the 
pictures in the catalog. Last year he 
ordered a package of Long’s special 
mixture, shown on page 21 of this 
year’s book, expecting to grow a flock 
of beautiful asters. 

“When harvest time 
in his flower bed a heavily wooded 
center of hollow ground parsnips 
(shown on page 37), surrounded by 32 
early scarlet turnips, 21 Laxtonian 
beans, a half dozen white icicle rad- 
ishes, four early red head tomatoes, 
three true hubbard squash, a handfull 
of onions and one number 25-C Sprayer 
(shown on page 42). But the seeds 
all germinated and yielded handsomely. 

“Our 1920 models in garden tools are 
arriving. Mr. Long, Mr. Burbank, you 
or any other aid to nature, cannot grow 
spinach successfully without 
tools. 

“In passing I merely call to your 
attention the ‘Keen Kutter’ line of tools 
as first class in every particular. The 
hoes have good handles, the blades 
are sharp, highly polished, and scour 
like a plow share. 

“Also, my advice if you buy Long’s 
seeds is to fence out the chickens with 
our banner poultry netting. It is the 
kind that does not sag at the top or 
pull up along the ground. 

“The robbins are on their way back, 
and I sincerely hope you will come to 
us for your spring equipment. 

“Yours for bigger and better 
dens. J. W. VALENTINE, 

“Manager.” 


FROM A 


came he found 


garden 


gar 


This letter went out in a long en- 
velope across the front of which, 
well down from the top, was printed 
in fairly large type, ‘““Another Short 
Message From a Long Man.” Then 
in the lower left-hand corner, in 
smaller type, “J. Wallingford Valen- 
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tine says it should be called a Long 
message from a short man.” 

Valentine was right—it was a long 
message, too long to reproduce here. 
In a business way it touched on onion 
sets, alfalfa seed, and Long’s stock 
of certified Minnesota No. 13 seed 
corn, in a lively, newsy fashion. It 
comprehended three sheets in all, but 
Long “eased it” very much by sign- 
ing each sheet. It was written like 
three letters instead of one. 

The mutual character of this stunt 
endowed it with interest. Just as 
Valentine passed his compliments to 
Long, in an amusing story, so Long 
replied as follows: 

“That reminds me of a story I heard 
about a certain Boulder hardware man 
last summer. They say he went out 
calling on the farmers, reminding them 
that in case anyone should run out of 
safety razor blades or bust a _ pitch- 
fork right in the rush season he need 
not stop work to come to town, but 
could just ‘phone in and have the 
needed parts sent out by parcel post 
next morning. 

“Well, Mr. Hardware Man pulled up 
about half way between Goodview and 
Ten Mile Corner, sifted himself 
through a four-wire fence, losing only 
part of one pants leg. Then with a 
palm-leaf fan in one hand and his 
wife’s pink parasol in the other our 
hero crossed a field of new-mown hay 
to interview a farmer just topping off 
a monstrous stack of alfalfa. The fol- 
lowing dialogue then took place: 

“Mr. Hardware Man: That’s a noble 
stack of hay. You sure are an artist 
in your line. (Jollying up the farmer, 
you know.) 

“Mr. Farmer: 
mouthful. 

“Mr. Hardware Man: 3ut how 
Sam Hill can you stand it to work 
hard such a hot day as this? 


Now you’ve said a 


Washington’s Birthday window of Wilson Hardware Co., 


“Mr. 
to-day? 

“Mr. Hardware Man: 
It’s 97 in the shade. 

“Mr. Farmer: Well, that’s tough 
on you Boulder merchants, all right, 
but I should worry—you know we 
farmers don’t work in the shade. 

“At this Mr. Hardware Man fell 
over and busted the handle of his wife’s 
pink parasol. I’ve not mentioned any 
names, because I do not want any more 
comparisons drawn between me and 
George Washington. But this is a true 
story, if it happened.” 


Farmer: Why, how hot is it 


Man alive! 


On another sheet, on which refer- 
erence to Valentine was left out, 
Long mentioned six well-known citi- 
zens, and told how he—or rather his 
wife—attended to the Long flock of 
hens, all by way of follow-up of a 
previous circular letter which had 
stimulated comment, before he 
turned to out and out business. Then 
the last 200 words of about 500 car- 
ried some concentrated sales talk. 


“Sakes alive! That’s me all over— 
talking about everything else but busi- 
ness. Started this short message to 
remind you that onion sets are getting 
no cheaper fast, but we are still selling 
them by the quart for less than could 
to-day replace at wholesale by the 
bushel. No, not losing any money. 
Just bought a plenty before the price 
advanced. Never had a finer lot of 
tried and true seeds. Saving some for 
you. But some things get away. 
Grimm alfalfa all gone. Minnesota No. 
143 seed corn going, going, almost gone. 
(See enclosed page on Minn. No. 13.) 

“Honest-to-goodness, I’m not josh- 
ing when I say that common alfalfa 
has advanced 3 cents wholesale within 
last few weeks. My price (44 cents) 
good for short time yet, but may be 
advanced before long. Had a chance 
to buy some at 39 cents, but even 
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though looked pretty good I got Coun 
ty Agent Simpson to give the samp! 
once over. He picked out some seed 
of buckthorn and sure spoiled the sale 
for the party who tried to slip one ove 
on me. You better ‘look a leedle oud 
in buying ‘bargain seeds.’ Long’s 
‘Tried and True Is Good for You.’ 
“See you later— 
“J. D. LONG, 
“The Seed Man, 
“Boulder, Colo.” 

These circular letters are so inter- 
esting to Boulder district people that 
they do “grab ’em” and read them. 
They are frankly, obviously, pro- 
cessed letters. Valentine doesn’t even 
fill in an address—the name on the 
envelope has to do. In writing them, 
no attempt is made to write them to 
an individual, but to a group—hun- 
dreds of people he knows and who 
know him, or who at least are ac- 
quainted with his name and place of 
business. But he makgs the letters 
personal in nature, informal and 
lively clean through. 

The circular letter as _ typically 
used in American business has a stiff 
fight on its hands—how stiff, every 
reader of this realizes from his own 
personal attitude toward circular let- 
ters. There is something funda- 
mentally wrong with them, a defect 
that automatically cuts down re- 
turns. It is not that they are obvi- 
ously form letters, turned out in 
great numbers, but the vastly more 
important fact that they are writ- 
ten by somebody you don’t know, and 
who doesn’t know you. The per- 
sonal element* which the ordinary 
routine or personal letter contains of 
itself, without any virtue of tech- 
nique, is lacking in the typical circu- 

(Continued on page 114) 
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Remington Arms Co. Reorganization 


[N view of the statements appearing 
in various New York papers of May 
25 concerning the reorganization of the 
temington Arms Union Metallic Cart- 
ridge Co. in which statements various 
inaccuracies occurred and in line with 
the company’s policy of frankness: to- 
ward its customers in the hardware 
and sporting goods trade, the following 
statement of facts seems timely: 

The company is being reorganized 
under the name of Remington Arms 
Co., Inc., and application for charter 
has been filed. -The new company will 
succeed the old in every respect, taking 
over the business of the present com- 
pany, including the UMC Cartridge 
Works, Bridgeport, Conn., and the 
Ilion Arms Works, Ilion, N. Y., retain- 
ing its general offices in the Woolworth 
Building, New York City. The au- 
thorized capital stock of the new com- 
pany will consist of $10,000,000 7 per 
cent preferred stock and_ 1,000,000 
shares of common stock of no par value. 

In this change there will be no in- 
terruption in the company’s business 
and no change will be made in its man- 
agement or its well-known policies. It 
will continue the manufacture of Rem- 
ington arms which have been continu- 
ously on the market for 104 years and 
are in use in every country on the 
globe, and Remington UMC ammunition 
of all types, including metallic cart- 
ridges, shotgun shells, etc., which have 
been manufactured at Bridgeport for 
over half a century. In addition, the 
new company will continue the develop- 
ment and manufacture, begun about a 
year and a half ago, of Remington cut- 
lery, notice of which new product was 
sent to all jobbers of hardware and 
sporting goods on the company’s list of 
customers on Sept. 25, 1919. These 


products will be marketed exclusively 
through jobbing channels in accordance 
with the Company’s well-known policy 
of distribution. 

Cutlery Making Not New 

The statements in the daily papers 
above referred to mentioned the manu- 
facture of cutlery as something entire- 
ly new and yet to be undertaken, but 
as a matter of fact this new line was 
in contemplation and preparations for 
its development were actually in prog- 
ress in 1918 and immediately after the 
close of hostilities active steps were 
taken for the establishment of a com- 
pletely new and modern cutlery manu- 
facturing plant to be located in the 
new buildings at the UMC plant in 
3ridgeport erected for war purposes. 
It is not contemplated, as stated in the 
daily press, that this company or its 
successors, Remington Arms Company, 
Inc., will take over any other companies 
as it is believed much better progress 
and a higher grade of product can be 
made by the use of entirely new and 
up-to-date equipment, much of which 
has been and is still being built in the 
company’s machine shops and_ tool 
rooms in Bridgeport. As a matter of 
fact, active manufacture of pocket cut- 
lery has been under way for several 
months and the quality, design and 
finish now actually being produced con- 
vinces the company of the wisdom of 
its manufacturing policy on this new 
product. 

From time to time the company may 
engage in the manufacture of other 
products and as far as may be consist- 
ent will confine its activities to lines of 
product suitable for distribution 
through the hardware and sporting 
goods jobbers. 


Coming Hardware Conventions 


NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Buffalo, N. Y., 
June 22, 23, 24, 25, 1920. Headquar- 
ters, Hotel Lafayette. Herbert P. 
Sheets, secretary, Argos, Ind. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Agricultural College, 
July 13, 14, 15, 1920. E. R. Gross, sec- 
retary-treasurer, Agricultural College. 

TexAS HARDWARE & IMPLEMENT AS- 
SOCIATION CONVENTION, Dallas, Jan. 18, 
19, 20, 1921. Hotel headquarters, 
Adolphus Hotel. A. M. Cox, secretary, 
1808 Main St., Dallas. 

PaciIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Seattle, Wash., Jan. 18, 19, 20, 21, 1921. 
E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 2, 3, 4, 1921. P. J. 
Jacobs, secretary, Stevens Point. 


Missouri RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Planters Hotel, St. Louis, Jan. 25, 26, 
27, 1921. F. X. Becherer, secretary, 
5106 N. Broadway, St. Louis. 

KENTUCKY HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVEN- 
TION AND EXHIBITION, Armory, Louis- 
ville, Jan. 25, 26, 27, 28, 1921. J. M. 
Stone, secretary-treasurer, Sturgis. 

e 

INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 
TION, Jan. 25, 26, 27, 28, 1921. (Place 
to be announced later). G. F. Sheely, 
secretary, Argos. 

OREGON RETAIL HARDWARE & IMPLE- 
MENT DEALERS’ ASSOCIATION CONVEN- 
TION, Portland, Jan. 25, 26, 27, 28, 1921. 
E. E. Lueas, secretary, Hutton Build- 
ing, Spokane, Wash. 

PENNSYLVANIA 
BOARD HARDWARE 
CONVENTION AND 
delphia Commercial 


AND ATLANTIC SEA- 
ASSOCIATION, INt., 
EXHIBITION, Phila- 

Museum, Phila- 
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delphia, Feb. 8, 9, 10, 11, 1921. Sharon 
E. Jones, secretary, 1314 Fulton Build- 
ing, Pittsburgh. 

IowA RETAIL HARDWARE ASSOCIA- 
TION AND EXHIBITION, Des Moines, Feb 
8,9, 10, 11,1921. A. R. Sale, secretary- 
treasurer, Mason City. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Okla- 
homa City, Feb. 8, 9, 10, 1921. W. B 
Porch, secretary-treasurer, Oklahoma 
City. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Ill., Feb. 15, 
16, 17, 1921. Leon D. Nish, secretary, 
Elgin. 

OHIO RETAIL HARDWARE ASSOU1a- 
TION CONVENTION AND EXHIBITION, Co- 
lumbus, Feb. 15, 16, 17, 18, 1921. Ho- 
tel Headquarters, Deshler Hotel. Ex- 
hibition in Memorial Hall. James B. 
Carson, secretary, Dayton. 

NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics’ Building, 3oston, 
Mass., Feb. 21, 22, 23, 1921. George A. 
Fiel, secretary, 10 High Street, Boston. 

HARDWARE ASSOCIATION OF THE 
CAROLINAS CONVENTION, Charlotte, N. 
C., May 10 11, 12, 13, 1921. T. W. 
Dixon, secretary-treasurer, Charlotte, 
N.C. 


Hardware Man Heads C€ of € 


P. J. Thompson, president and gen- 
eral manager of the Stambaugh- 
Thompson Co., Youngstown, Ohio, has 
been elected president of the Chamber 
of Commerce of that city. 

Mr. Thompson finds time for many 
civic duties, aside from the conduct of 
the extensive business of the hardware 
company which he heads. He plans a 
progressive program for the Chamber 
of Commerce, in which he has been one 
of the most influential for a 
number of years. 

He succeeds in this capacity Robert 
Bentley, ’president of the Ohio Iron & 
Steel Co., and director of the Youngs- 
town Sheet & Tube Co. 


members 


Builds Homes for Workers 


To finance homes for its workers, the 
Newton Steel Co. has formed a sub- 
sidiary, the Newton Realty & Construc- 
tion Co., which is engaged in building 
houses at Newton Falls, Trumbull 
County, Ohio. 

The Newton Steel Co. recently 
started an eight-mill steel sheet plant 
at Newton Falls and is the first steel 
producer to locate in that city. It is 
incidentally, the largest industry in the 
village. 

To provide homes for its employees, 
the company was therefore obliged to 
enter the construction field and is now 
completing a group of modern houses 
a short distanee from its works. 

Further work in this 
contemplated. 


direction is 











94 


Show Card Writing for the Beginner 


By JOSEPH BERTRAM JOWITT 


UNE is the month of weddings— 
Y weddings suggest presents for the 
bride, and with the possible exception 
of precious stones, pearls and jewelry, 
these wedding gifts may be purchased 
in the hardware store. 

The ladies are getting the habit of 
going to the hardware store for what 
they want, and no better idea could be 








| few practical gill 
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Silverware. sf 
Aluminum Ware, 
Electric Washers 
Electric Irons 
Glassware 
Clocks. 

Vacuum Cleaners 
Cullery. 





This poster shows little decorative 
schemes that are easily made 


worked out to get them into the store 
than a window display of wedding gift 
suggestions. 

Of course this idea is best carried 
out with the aid of attractive show 
cards. The illustrations on the show 
cards in this article were clipped from 
the ads in HARDWARE AGE, carefully 


o>jpor the 
June 
Bride 


Sn handsome - 
ift Boxes 


COMMUNITY 
PLATE : 


cut out and pasted on the show card 
with common library paste. Be care- 
ful to distribute the paste evenly over 
the back of picture, after first deciding 
just where you want the picture pasted 
on the card. You will have no trouble 
in pasting it on straight if you draw 
a faint outline around the picture on 
card. You will have to work rather 
quickly as library paste is a quick dry- 
ing compound. The moment the pic- 
ture is fastened to the card place a 
piece of cardboard or paper over it 
and with clinched fist, using a rotary 
motion press evenly and firmly. The 
picture will look as if drawn on card. 
The window display scheme could be 
worked out in several different ways 
depending largely upon the space avail- 
able. 

A descriptive show card suggesting 
practical gifts for June brides, may be 
placed in the window without display- 
ing any merchandise. This same card 
could be working inside the store for 
the twelve months in the year. The 
secret of successful advertising is keep- 
ing at it—constant hammering. 

Show cards will bring’ greater 
results considering the time spent and 
money invested than any other method 
of advertising. 

The large department stores 
specialty houses spend thousands 
dollars yearly on show cards. 

Very often the window trimmer is at 
his wits’ end for new ideas. Some follow 
a chart of set rules for displaying sea- 
sonable merchandise, but the fellow 
with original ideas these days is the 
one who wins. 


and 


of 


Wedding 


After a display of practical wed- 
ding gifts come wedding anniversary 
gifts, known as “Showers.” Those who 
have been married, five, ten and fifteen 


Anniversary Gifts 














Easily made and most effective 
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years and soon. There is the “wocden- 
ware shower” the “tinware shower” 
and the silverware anniversary. Such 
displays as these would interest every 


one and bring the women into the store 


making new customers and increasing 
hardware sales. 

The best type of lettering to use on 
these show cards is a thin Roman letter 
like that which is shown on the “Com- 
show card. 


munity Plate” A light gray 
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Three different styles that go well 
together 


or brown card with white lettering is 
also very attractive. 

From time to time we have _ pub- 
lished the names and addresses of dif- 
ferent firms who make a specialty of 
selling show card brushes and supplies 
for the benefit of those who are not 
able to purchase these necessary sup- 
plies in their own town. HARDWARE 
AGE would be glad to supply these 
firms’ names to any one upon request. 

It is not necessary to purchase a 
large quantity of supplies. Herewith 
are a few suggestions to help the be- 
ginner select what is absolutely neces- 
sary to make the right start. 

There is no such thing as a cheap 
show card brush that amounts to any- 
thing, and pure red sable hair is the 
only kind to buy and the cheapest in 
the end. 

Four red sable lettering brushes, Nos. 
6, 8, 10, and 12, two dozen assorted 
lettering pens Nos. 1, 2, 3, 4, 5, and 6 
(these pen points will fit in an ordinary 
pen holder). : 
two-ounce 


One-half dozen, jars of 
show card water colors, assorted: 
black, white, red, blue, green and yel- 
low. 


With the possible exception of a two- 
foot ruler the above is all that the be 
ginner will require to start with, never 
forgetting the three important P’s 
practice, patience, and perseverance. 
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Duncan & Goodell Co., Worcester, Mass. 


Ways of Increasing the Cutlery Sales 
b - y 


By EVERETT A. LAWRENCE 


Carlisle Hardware Co., Springfield, Mass. 


rq HE cutlery department is one of 
[ the most important in any hard- 

ware store that has a good 
houseware trade, and it offers an un- 
usually wide range of possibilities for 
building up a better business and for 
increasing throughout the 
house furnishing goods department. 

We have always found it to be the 
better policy to carry only high 
grade guaranteed merchandise, and 
to have it well displayed and plainly 
marked at all times. It is really sur- 
prising the results that can be ob- 
tained by featuring and specializing 
on merchandise at different times. 
Cutlery lends itself in an exceptional 
way for very gratifying display ef- 
fects. Moreover there are so many 
items in the cutlery department that 
can be “played up,” so to speak, that 
it always seems something of a waste 
of good display material not to be 
featuring some of the many articles 
of cutlery that are usually kept in 
stock. 

As a practical example of the way 
that we have increased the sales of 
one of the items we carry in the cut- 
lery department every time a cus- 
tomer buys a package of safety razor 
blades, or a Gillette razor, we show 


sales 


him a stropping outfit. I have found 
that the average man only gets 5 to 
8 shaves from his safety razor blade 
when he does not use a stropper. 
With a stropper he can get between 
50 to 100 shaves from one blade. 
We make it a practice to sharpen 
safety razor blades as a matter of 
accommodation and as an aid to get 
people to come into the store. And 
we use that also as an aid to sell 
safety razor blade sharpeners and to 
win the additional confidence of our 
customers. Any customer that 
interested in a stropper we allow a 
30 days trial so that he can demon- 
strate and prove to his own satisfac- 
tion the results that can be obtained 
by its use. 


is 


Selling Stroppers 


On Saturday, April 24th, of this 
year the young lady in charge of our 
cutlery counter and myself called the 
attention of a stropper to every cus- 
tomer that bought safety razor 
blades. Together we sold eleven at 
$5 apiece which was $55 extra busi- 
ness without any trouble whatever. 
If this method of suggestion 
worked out in a store where there 


is 


are twenty to forty clerks the volume 
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of business would increase beyond 
anything that you can imagine. 

We have always found it very suc- 
cessful to sell both straight and 
safety razors on the thirty day trial 
basis. We have seldom had any re- 
turned. Another thing we do when- 
ever a customer buys a razor of any 
kind is to suggest razor strop dress- 
ing, shaving soap, brushes, strops 
or shaving mugs. We carry them all 
that a customer get every- 
thing necessary in the way of shav- 
ing supplies. Likewise when 
tomer buys clippers we suggest a 
razor or barber shears. 

Whether a customer wants a knife, 
a razor strop or a pair of shears or 
any other item in the cutlery depart- 
ment it is always the soundest policy 
to show the very best you have at 
the start. It is easier to work down 
on the price scale than it is to work 
up. Moreover, as a matter of fact, it 
is invariably better to sell a custo 
mer a high grade article because the 
customer is better satisfied, and of 
course the profits are larger for the 
firm. 

There are few departments in a 
hardware store that benefit more 
directly from newspaper advertising, 


so can 
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window displays, etc., than the cut- 
lery department. The main consid- 
eration, of course, is to advertise and 
display seasonable goods. In June 
there are few more appropriate wed- 
ding gifts than carving sets. Dur- 
ing the late summer canning season 
cutlery can be used to marked ad- 
vantage in a window display show- 
ing jars, kettles, washers and various 
things needed by the housewife for 
canning and preserving purposes. 
During the early summer before the 
vacation season gets under full swing 
small embroidery scissors, boys’ jack 
knives, etc., are very good sellers. 


Holding Special Sales 


Special sales by the cutlery de- 
partment at odd intervals help a lot 
and get people into the department 
that never visited it before. If they 
buy an article and are satisfied they 
will come again. If they do not buy 
they will eventually, if you impress 
them with the courtesy and the qual- 
ity of your service. We have occa- 
sional sales on boys’ watches, bread 
knives, clippers, boy scout knives, 
etc., and nine times out of ten they 
are more than successful. 

We have a large house furnishing 
goods department and I have found 
it of great advantage to display cut- 
lery such as bread knives, can open- 
ers, butcher knives, paring knives on 
special counters where women cus- 
tomers are bound to notice them. It 
is surprising the vay we can sell 
cutlery, especially household cutlery, 
by coupling it up with hardware in 
our store. 

We always try to plan our window 
displays and special sales with the big 
advertising campaigns that manufac- 


turers run on various lines of goods, 
and when possible, we have often 
found it advantageous to couple vari- 
ous cutlery lines with these displays. 
We also have a few demonstrations 
at our cutlery department, showing 
the proper way to use stroppers and 
similar things. There is no end to 
the business you can do in the cut- 
lery department. 
Have Expert in Charge 

We always have a clerk who is 
familiar with the stock at our cut- 
lery counter all the time. Many 
stores have no regular cutlery sales- 
man. I believe this is a mistake if 
the dealer expects to get the maxi- 
mum profit from this department. 
There are a thousand things that 
have to be done, to keep the stock in 
order, to wait on customers, and to 
take inventory of articles that are 
needed. There are many ways to get 
business when you are not busy. I 
have often found that the telephone 
can be rung to good advantage to 
drum up interest and tell customers 
about special sales. 

Recently we served more than 2000 
customers throughout the store in- 
cluding all departn.ents, and we gid 
the same thing on the 17th. The 
reasons are simple. We advertise, 
display and give 100 per cent mer- 
chandise and service. It is very im- 
portant to give customers prompt 
attention, and also to make them feel 
at home. Customers that are “just 
looking” are prospective buyers, and 
every clerk should be willing to show 
them anything they want to see that 
is sold in the store. That is one of 
the surest ways of inducing them to 
come back. 


Catering to the House Furnishers 


Making the Store Attractive for the Women Who 
Buy Home Necessities—Rules for Store Departments 


HE hardware store of Woodruff 

& Murphy is located on the 
main business street of Auburn, 
N.. ¥. The store has. always 
stood for quality and service, and 
yet the house furnishing department 
was not made a great deal of until 
it became increasingly evident that 
the women folks were becoming 
more and more discriminating in 
their purchase of supplies, and were 
not always finding just what they 
wanted, even after they did a good 
deal of shopping from store to store. 
What was to be done about it? 
The floor space was already full to 
overflowing and a regular house 


furnishing department meant more 
space. There was no chance for a 
basement, an upstairs department or 
a mezzanine floor. It looked hope- 
less for a time, but the firm was 
keeping watch, and as they had 
rather expected, a store on a side 
street fell vacant, and this street had 
a number of other stores very at- 
tractive to women, art, furniture, 
and wall paper notably. 

Plenty of women came down that 
street and from the city’s most ex- 
clusive section at that. Besides, it 
was only a few steps from the Main 
street. 

The firm lost no time in leasing 
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the store and cutting an opening 
through into their main business 
establishment, thus obtaining a floor 
plan in the shape of an L, with out- 
lets (and inlets also) on two streets. 

The new house furnishing depart- 
ment was put into shape and duly 
opened, and from the start was kindly 
received by women buyers. But for 
some reason or other, there was not 
the marked increase of business 
which had been anticipated. Patron- 
age was steady and reasonably satis- 
factory, but still there was consider- 
able to be desired. 


Hiring an Expert 


After due consideration, it was 
decided to engage a department man- 
ager who had had some experience 
in handling this class of trade. It 
was further decided that if a young 
man could be found who knew Au- 
burn trade and who was keenly alive 
to the tides and currents of business 
life, both national and local, that a 
long step in advance would have been 
made. 

This rather exacting requirement 
was met in the person of H. J. 
Hockeborn, who was made an offer 
which warranted leaving his old posi- 
tion. Many new managers make the 
mistake which Mr. Hockeborn 
avoided—the mistake of beginning 
changes and putting new policies 
into execution at once. 

Mr. Hockeborn did nothing of the 
kind. He waited patiently a number 
of weeks, studying the trade, the 
stock, the policies of the firm, and 
the possibilities of the whole situa- 
tion. . 

When the time came, he was ready 
with definite suggestions of things 
that he wanted to do and changes 
that he desired to effect. In the 
meantime, the trade had grown 
familiar with him and not a few 
were ready to express appreciation 
of the interested, dignified, and 
courteous service which he was al- 
ways ready to render. 

This was one of the very things 
which the new manager had desired 
to bring about, for he felt that dur- 
ing a reconstruction period custom- 
ers are likely to be more patient if 
they have someone in charge of the 
situation who represents a friendly 
figure, in place of an entire stranger. 

Little by little, Mr. Hockeborn, who 
was given a good deal of freedom in 
the management of the house fur- 
nishing goods section, brought about 
the changes which he had in mind, 
and from that day the business has 
grown steadily and healthily apace, 
at times gaining almost by leaps and 


- bounds, 


At the present time this is the 
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most completely outfitted house fur- 
nishing department in the city, and 
it is practically the only one where 
all supplies of this character are as- 
sembled by themselves and arranged 
in not only a systematic, but a de- 
cidedly artistic manner. The effect 
of this store—for it is really a store 
by itself—is one which intrigues 
both men and women buyers, for 
wherever they turn, they see other 
articles of interest and usefulness, 
and few go out without making 
much larger purchases than they had 
originally intended. 

Naturally “There is a_ reason.” 
Yes, there are several reasons, and 
it is not difficult to state these in 
brief outline, for during the time 
since the house furnishing depart- 
ment was opened in January, 1915, 
definite methods of procedure have 


pating forthcoming needs, and by 
ordering goods sufficiently in ad- 
vance not to have to make continual 
excuse, “We are sorry but we are 
just out. We expect those goods in 
some time, but we can’t tell when 
they will be here.” 

It is of equal importance that 
salespeople know where all stock is 
located, and be able to put their 
hands upon it without delay; also 
that they be informed upon the 
points of superiority or advantage of 
all goods which they handle and the 
uses of all goods. 

That orderliness and proper dis- 
play in window, on shelves, counters, 
tables, or floor space be considered 
at all times, as such proper and at- 
tractive display has a marked influ- 
ence upon the volume of sales. 

That window displays are the very 
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lowing this policy, patronage has 
been drawn from all parts of the city 
and from the surrounding suburban 
sections as well. 

The Careful Subdivision 

That the house furnishing goods 
department must be subdivided in- 
telligently, so as to permit of goods 
of certain classes being segregated 
in sections by themselves. This 
makes it possible for the clerk to 
handle the trade without needless 
waste of time, or running back and 
forth. 

That wherever a better arrange- 
ment or more advantageous fixtures 
or shelving can be installed, that this 
shall be done in the interest of big- 
ger business. For example, it was 
discovered that deep shelves with 
goods piled upon them did not dis 








A glimpse of the housefurnishings department in the Woodruff & Murphy’store, Auburn, N. Y. 


been crystallizing and have proved 
effective. 

For the benefit of those who have 
such a department in mind, or who 
are already operating a department 
and who are not winning a full meas- 
ure of success, let it be said that a 
house furnishing goods section must 
be strong in point of adequate stock, 
attractive arrangement, skilled sales- 
manship, and up-to-the-minute offer- 
ings. To fall down on any one of 
these points, may be to fail, even 
although the department be strong 
in all the rest. 


The Woodruff & Murphy house 
furnishing department, under the 
management of Mr. Hockeborn, 


stress the following points: 

There must be a complete and well 
balanced stock and this must be 
kept supplied at all times by antici- 





best salesman which a store has, for 
it is always on the job, never goes on 
strike, and never shirks. Conse- 
quently the Woodruff & Murphy 
window trims are always planned in 
advance, are thoughtfully arranged 
with timely and seasonable goods, 
and are trimmed to interest and help 
all housewives. 

That not only must the general 
effect of the store be one of neat 
management, but all goods on dis- 
play must be shiningly clean and 


‘free from packing straws, dust, or 


clinging bits of packing. It is always 
the aim to give a good impression. 

That each and every clerk in this 
as well as every other department, 
shall treat all customers with such 
courtesy and attention that it will 
make dealing in this department a 
pleasure to be anticipated. By fol- 





play the stock well, so they were re- 
moved and shelving eighteen inches 
deep and properly spaced put in its 
place. 

That long, narrow display tables 
with four tiers of pyramided shelves 
on top, and with a walk-way all 
around, encouraged customers to ex- 
amine the smaller and more attrac- 
tive items, such as casseroles, fire- 
proof glassware, and nickeled and 
aluminum table articles. These 
goods displayed in this manner sim- 
ply sell themselves. 

That each clerk have a certain 
section of stock and certain duties 
for which to be regularly responsi- 
ble. 

That the manager be given suffi- 
cient authority in buying, arrange- 
ment of the department, the planning 


(Continued on page 113) 
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THE COST 


OF POOR CORRESPONDENCE 


HOUSANDS of dollars in added costs, rep- 
resenting unnecessary expense to business 
interests, can be directly attributed to poor 
correspondence. Other thousands are indirectly 
traceable to the same source. 

Hundreds of so-called business letters sent by 
reputable business organizations of this country 
are actually worth less from a business standpoint 
than the paper on which they are written. They 
deserve the goal they eventually reached—the waste 
paper basket. They represent one of the great 
leaks of modern business, since they hamper rather 
than help the prestige of the firm under whose sig- 
nature they are mailed. 

Why? 

Because a great many otherwise excellent busi- 
ness men have not as yet come to a realization of 
the importance of their business mail. Because 
they regard their business correspondence as an in- 
cident rather than an indispensable adjunct to 
business growth and success. To them the writing 
of a business letter is a matter of routine—a busi- 
ness detail to be disposed of as quickly as possible. 

The utter fallacy of this attitude on the part of 
business men is shown in the established fact that 
a large percentage of business letters sent out in 
the course of a year fail to attain their object. 
Some of them do not come within miles of the tar- 
get at which they are apparently aimed. The writ- 
ers seem in many cases to pay as little attention to 
the questions their letter is supposed to answer as 
a political convention does to the expressed will of 
the people. Large mercantile institutions receive 
dozens of letters daily supposedly in response to di- 
rect inquiries, that may be classified as replies 
rather than answers. 

An exasperated manager of a well-established 
business house recently voiced his opinion of poor 
business correspondence as follows: ‘Here are two 
letters in response to a direct question of merchan- 
dise shipments. Neither of them even approxi- 
mate a direct answer. Do they think I write to 
them merely to increase my morning’s mail? Those 
two letters mean an added expense of at least 50c 
to the overhead of this department, before I get 
the information I want.” 

The business man who writes a letter does so 
with a specific purpose in view. Usually his letter 
embodies a question that requires a concrete an- 
swer. If it is a man with whom the recipient of 
the letter does business he has every right to a 
prompt and definite response. He is not dictating 


for the pleasure of hearing his own voice or to keep 
his stenographic force busy. His time is valuable 
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and common courtesy demands that his business 
rights be recognized. 

Any business letter which does not fully cover the 
subject in hand is an added expense to both the 
writer and the one to whom it is addressed. 

Every time a business man writes two letters 
where one would have sufficed he boosts the over- 
head on the correspondence end of his business. 
When he goes farther and uses four or five letters 
to put over a “one-letter” idea, he not only wastes 
time and money, but he unnecessarily irritates the 
man to whom his “half baked” correspondence is 
directed. In time that irritation may reach a point 
where it will cause the severing of business rela- 
tions. 

When a business letter is received it should be 
answered fully and promptly. Business men must 
get away from the idea that the only thing neces- 
sary is to write to the person from whom a letter is 
received. They must school themselves to read 
carefully every business letter directed to them, to 
find out just what the writer wants to know, and 
then answer him clearly, definitely and concisely. 

One of the gravest faults of the average business 
letter is its length. It loses its effectiveness be- 
cause the writer apparently does not know when to 
quit. Its punch is smothered with an excess of 
words. 

When a business letter registers a hit, when it 
has clearly outlined the things the writer wishes to 
say, then it is time for the “yours truly” and the 
signature. 

A business letter is not a novel. It is not an ex- 
cuse for exercising a vocabulary. It is a business 
medium, the success of which depends solely on 
simplicity, clearness, thoroughness and conciseness. 

The merchant with his ear attuned to business 
leaks will do well to investigate his correspondence. 
He will probably find it a serious drain on his prof- 
its. Not on account of the postage involved, al- 
though often the money expended for stamps could 
be spent as profitably in a Penny Arcade, but be- 
cause of the time and material waste involved, for 
the losses in trade resulting directly from hasty, 
careless or inconsiderate letters. 

Realizing the need for better business letters, 
HARDWARE AGE is preparing for publication a series 
of practical articles on the importance of business 
correspondence.. These articles are written by a 
man with an established reputation as an expert in 
the art of business letter writing. They will teach 
you to plug one of the most elusive leaks in your 
business. 

Watch for them. Study them. Profit by them. 

The day of the sloppy, careless, indifferent and 
inadequate business letter is past. 
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Congress Quits Work For Summer Recess 


House Adopts Soldiers’ Bonus -But Senate Shelves It—Big 
Tax Amendment Measure Goes to Senate—House Joshes Farmers 


WASHINGTON, June 4, 1920. 


S I pen these few lines Congress 
A is in the last throes of the ses- 

sion before the recess, and if all 
goes well, both the Senate and House 
will adjourn for the summer to-morrow 
afternoon. Business men everywhere 
will breathe a prayer of thanksgiving 
when finally informed that Congress 
has adjourned and will rejoice that the 
Presidential elections occur but once in 
four years. 

That’s often enough, Heaven knows. 
Politics does other things than make 
strange bedfellows, and among _ the 
most amazing of its stunts is the trans- 
formation of a legislative body, sworn 
to grind out measures in the interest 
of the people, into a big political ma- 
chine grinding out campaign issues de- 
signed solely to catch votes. 

We have the consolation, however, of 
knowing that when the House and Sen- 
ate settle down to business next De- 
cember the elections will be over and 
serious consideration can then be given 
to a lot of big pending questions which 
must be settled in the interest of the 
people rather than of parties. It will 
not be possible to consider all the 
worthy legislation now on the Congres- 
sional docket in the three short months 
of the closing session, which expires 
by constitutional limitation on March 
4 next, but much can be done to re- 
deem the record of political juggling 
which has been made since last Decem- 
ber. 


Bonus Bill Forced Through House 


Congress quits with a display of po- 
litical fireworks designed to catch the 
The House, by a vote of 


soldier vote. 





By W. L. CROUNSE 


three to one, has jammed through the 
soldiers’ bonus bill, although knowing 
full well that its grave has already 
been dug by the Senate. Few measures 
have been so unblushingly conceived 
for political purposes, and as between 
the Republican majority and the Dem- 
ocratic minority, the honors have been 
fifty-fifty. 

Chairman Fordney of the Ways and 
Means Committee, planned the bill with 
a tax-raising provision calculated to tap 
every pocket throughout the land. Rep- 
resentative Rainey, the minority leader, 
countered with a demagogical proposi- 
tion to impose a retroactive tax on so- 
called war profits that would have put 
an impost upon every dollar received 
by corporation or individual during the 
past five years in excess of the average 
earnings of the five-year period prior 
to 1915. 

The bill was clubbed through the 
House by methods that frequently char- 
acterized the conventions of ward heel- 
ers, but that rarely mark the delib- 
erations of Congress. Jibes and insults 
were hurled at each other by Republi- 
cans and Democrats alike, and Repre- 
sentative Rainey wound up the debate 
with the following taunt to the Re- 
publican leaders, which was received 
with applause by his followers and with 
jeers by the opposition: 


“Nobody Wants This Baby” 


“This is not our baby. It is yours. 
You cannot lay it on our doorstep. This 
is a gold brick that you are handing the 
soldiers. 

“The Democrats have not helped to 
make this bill, and you know it, ex- 
cept the section that taxes stock divi- 
dends, and we put that in. This is a 
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gold brick—a gold brick which will be 
passed upon in the elections which are 
about to ensue. You know the Senate 
is not going to pass this bill. 

“You know this is not going to be- 
come a law. In order to keep them 
from leaving this baby on our door- 
step and to show up the hypocrisy of 
the Republican party, I ask every Dem- 
ocrat who conscientiously can do so to 
vote for this bill you cannot defend in 
the approaching national campaign— 
that job belongs to the Republican 
party.” 

After its passage by the House the 
bill was sent to the Senate and referred 
to the Senate Finance Committee. 
There it was neatly interred in a two- 
by-fotr pigeonhole, from which it will 
probably never be resurrected unless 
some Senator desires the physical exer- 
cise of jumping on it. 


Plain Talk in Senate 


Already the warning has been sent 
out by Senators on both sides of the 
chamber that the bill will either die in 
committee or be killed on the floor. 
Listen to this straight-from-the-shoul- 
der declaration of Senator Myers of 
Montana, rockribbed Democrat, who 
voices the views of many of his col- 
leagues on both sides of the chamber. 

“T have received from constituents 
many inquiries as to my attitude to- 
ward proposed legislation for a cash 
bonus and other benefits for former 
service men. Quite a number of my 
constituents who are former service 
men have urged me to support legisla- 
tion to pay a cash bonus to former sol- 
diers and sailors; some former service 
men among my constituents oppose a 
cash bonus. 

“I have given the matter of legisla- 
tion for former men careful 


service 
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consideration and have arrived at a 
conclusion as to my duty and my course 
and am ready and free to make it 
known. In order that it may be known 
to all who may be interested I will here 
state it. 

“First and foremost, I am in favor 
of doing everything within the bounds 
of reason for our former service men 
who are crippled, maimed, disabled or 
incapacitated from wounds or other re- 
sults of their service so that they are 
not able or not so well able as be- 
fore their service to make a living and 
to get along in the world. For these 
unfortunates I feel we can hardly do 
too much. 


Help for All Needing It 


“I favor every feasible provision of 
law and appropriation of necessary 
money to rehabilitate them, give them 
a vocational training, and fit them to 
make a living so they will not be de- 
pendent upon charity or under unneces- 
sary disadvantage in the battle of life. 
I also favor liberal compensatory bene- 
fits for them. I favor very liberal 
legislation for the benefit of that class 
of service men who sacrificed so much. 

“Furthermore, I favor liberal legisla- 
tion and appropriation to reclaim arid, 
desert, swamp, cut-over and other bar- 
ren lands for the purpose of reclaiming 
farms for such former service men as 
may desire to acquire land and follow 
farm life. Indeed, I introduced a bill 
to that effect. It was approved by Sec- 
retary of the Interior Lane, and is now 
pending. I favor legislation to give 
employment at such reclamation work 
to former service men at good wages 
and to equip them for farming and to 
sell the lands to them on long-time 
payments at a low rate of interest. 

“We need to encourage a back-to-the- 
land movement. We need sturdy young 
men on farms. We need to divert popu- 
lation from the overcrowded, congested 
cities and industrial centers. We need 
to increase farm production. There- 
fore, I have from the beginning fa- 
vored former Secretary Lane’s plan to 
induce former service men to buy land 
and go to farming and to help them 
do it. 


Myers Draws the Line 


“Further than those two projects I 
am not willing to go. I am not willing 
to lend Government money to former 
service men to buy homes in cities and 
towns. There are too many people now 
in cities and towns. 

“T am also opposed to the payment of 
any cash bonus to former service men. 
I think the plan would be unjust, un- 
patriotic, unwise and un-American. It 
would put the dollar mark on patriot- 
ism. It would commercialize patriotic 
duty. Its effect would be debasing. It 
would be contrary to principle. There 
is a principle involved. Citizens owe 
a duty to defend their country when its 
existence is threatened, and they 
should not expect cash rewards for per- 
forming that duty.” 

Senator Myers feels the taxpayers of 
the country need a little help, and he 
therefore defends them against further 
taxation. In this connection he says: 


A Word for the Taxpayers 
“I do not believe the country is in 


condition to justify voting acash bonus 
of a billion dollars or more to returned 


soldiers who were unhurt. Taxes are 
enormously high and will be for a gen- 
eration to come. The necessary ex- 
penses growing out of the war will re- 
quire huge appropriations by Congress 
for many years to come. The cost of 
living is frightfully high. People are 
now groaning under staggering bur- 
dens of high cost of living and exces- 
sive taxation, and will continue to do 
so for a number of years. To go to 
work now, in addition to all of this, and 
take at least a billion dollars more out 
of the pockets of the people and give 
it to young men who returned unhurt 
from the war I think would be unjust, 
and I do not think it should be asked.” 

“These are my views. They may not 
be popular with most former service 
men, but I am conscientious in them and 
I intend to adhere to them.” 

If I were asked what consideration 
more than any other has moved the 
Senate to decide to kill the bonus bill, 
I would say that it is because the Sen- 
ators have become convinced that the 
majority of the brave lads who fought 
in France are unwilling to saddle the 
country with more taxation to provide 
a bonus for ablebodied men who are able 
and willing to work. 


How the Real Fighters Feel 


The real feelings of the men who 
fought overseas are not a matter of 
guesswork. They are on record in 
thousands of letters and telegrams like 
one which lies before me, and from 
which I make the following extract: 

“Grant for the moment that our sal- 
ary was far too meager, and that it 
was not compensated by insurance and 
precedence in employment. Obviously, 
if the American Legion is to consider 
nothing except justice to itself, it can- 
not legitimately demand further pay- 
ment, since aggravating the cost of liv- 
ing does not militate against paying 
what one really owes. 

“Even then the bonus should be op- 
posed by the soldier because every dol- 
lar spent on the ablebodied men means 
many dollars less for each of the 
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smaller number of wounded, blinded and 
stricken, and the mothers and wives 
who lost their only means of support. 
One may say that Congress should pro- 
vide for both. They could, but they 
wouldn’t to any extent, because the 
public would not endure the constant 
taxation. The greater the sum ex- 
pended on the American Legion, the 
greater the protest against further 
bonuses, and the victims of the war 
need every cent they can be furnished 
as just remuneration. 


Waste and Idleness 


“Besides the increased cost of liv- 
ing through inflation of currency, more 
will be consumed and wasted by the 
beneficiaries of the tax, and, further- 
more, labor for harvesting crops will 
be almost impossible to secure in 
abundance, especially among the ne- 
groes, which means loss to the farmer 
and perhaps more world-wide suffering 
for bread. 

“Therefore I urge the American Le- 
gion to put all of its force behind a 
praiseworthy bonus, which step will re- 
deem it from the obloquy into which it 
has begun to fall. If we are to become 
another of those damnable lobbying or- 
ganizations whose business it is to 
pester and threaten Congressmen into 
voting against their convictions, we had 
better break them up at once. With 
such an exacting spirit, which is noth- 
ing but self, we would be a _ public 
nuisance. 

“For my part, I shall never accept 
for my own pleasure a reward which to 
some one else might mean the differ- 
ence between sickness and health. Even 
if we had it coming to us, as I am con- 
vinced we do not, we should pass it on 
to those who need it more. Our motto 
should be: ‘Millions for the needy, but 
not one cent of gratuity for ablebodied 
men.’ 

As long as there can be found in the 
country a few men who, having gone 
through the terrible experiences of the 
late war, express their convictions like 
the man who wrote that, the little old 
United States is perfectly safe. 


House Passes Important Tax Measure 


jhe the House ‘of Representatives 
has not limited its activities dur- 
ing the closing days of the session to 
monkey shines, but has considered and 
passed several measures of real merit 
which it will be the duty of the Senate 
to put through after the recess. 

3y far the most important of these 
bills is the one framed by the Ways 
and Means Committee, at the suggestion 
of the Treasury Department, for the 
relief of millions of business men who 
have been subjected to hardship by the 
tax laws enacted to meet the great war 
emergency. This bill, “to amend and 
simplify” the war revenue act is thus 
described in the committee’s report: 

“All revenue acts involving taxation 
of incomes, either personal or corpora- 
tion, at the high rates made necessary 
by our present governmental expendi- 
tures, require certain adjusting provi- 
sions in order to prevent undue hard- 
ships on one hand and evasion on the 
other. In the effort to make such 


taxes bear fairly, the law necessarily 
becomes somewhat complex. 

“Also, as the law is applied, it is 
found that conditions exist for which 
no definite provision was made. As a 
result, Treasury regulations have be- 
come necessary, but a Treasury regula- 
tion does not have the force and effect 
of a specific law. 

“So, also, in many cases it has been 
found that the law itself is unneces- 
sarily complex. A large number of 
amendments have been proposed to the 
revenue act of 1918, but the committee 
has thought for the present it was best 
to present such amendments, and such 
amendments only, of which it could be 
said that their necessity and justice was 
obvious and which were merely admin- 
istrative in their nature. All of the 
changes made by the amendments of 
the bill are recommended by the Treas- 
ury.” 


Look This Over Carefully 


Merchants and all other business men 
should examine the provisions of this 
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bill with great care, as it is practical- 
ly certain of enactment, and will offer 
relief in many cases where the drastic 
provisions of the war revenue laws 
have caused genuine hardship. Look it 
over and perhaps you will find that 
Congress is proposing to do something 
to meet your individual needs. 

Section 1 will relieve taxpayers from 
excessive payments on account of -prof- 
its made in the sale of property. Sub- 
division (a) of section of the revenue 
act of 1918 provides that in the case of 
the sale or other disposition of prop- 
erty the basis for determining the gain 
or loss in computing net income shall 
be the fair market price or value in the 
case of property which was acquired be- 
fore March 1, 1918, and the cost of 
such property in case it was acquired 
after Feb. 28, 1913. In the case of 
property acquired by gift, bequest, de- 
vise, or descent, the owner of such prop- 
erty takes it under the present law at 
its market value when he acquires it 
and thereafter depreciation, depletion, 
-gain or loss are computed on the basis 
of this value, which is often higher than 
the value when the property was orig- 
inally acquired. 


Figuring Income from Gifts 


In the case of property acquired by 
gift, the proposed bill makes the basis 
for determining gain or loss the same 
basis that the property would have in 
the hands of the donor or the last pre- 
ceding owner by whom it was not ac- 
quired by gift. In the case of a sale 
or exchange of property acquired by 
gift, this section requires the entire 
amount received for such property to 
be included in the gross income of the 
donee unless the donee submits in his 
return evidence satisfactory to the com- 
missioner, showing the basis to the last 
preceding owner who acquired the 
property other than by gift. 

In the case of property acquired by 
bequest, devise or descent, no change is 
made in the present method of deter- 
mining gain or loss. In such cases the 
basis is the fair market price or value 
of such property on the date of acqui- 
sition. This change in existing law is 
deemed necessary to make it impossi- 
ble for taxpayers to turn over their 
property to friends or relatives for sale 
in order to evade paying income taxes 
upon the appreciation in value during 
the time the same was held by the orig- 
inal owner. 


Calculating Profits on Sales of Stocks 


Section 2 of the bill incorporates the 
present Treasury regulation which sets 
forth the method of determining the 
basis for computing net income in the 
case of the sale of stock with respect 
to which stock dividends have been paid 
since Feb. 28, 1913, or the sale of stock 
dividends paid since Feb. 28, 1913. In 
such cases the cost to the taxpayer of 
each sale of old or new stock for the 
purpose of computing the net income is 
the cost of the old shares of stock (or 
the market price or value thereof as of 
March 1, 1913, if acquired prior there 


to) divided by the total number of old 
and new shares of stock. 

The third section of the bill deals with 
extraordinary income and is one of the 
most comprehensive features of the 
measure. Under the present law all 
gains, profit and income derived by way 
of compensation for personal service 
and from sales from dealing in prop- 
erty, either real or personal, are taxable 
as income of the year in which re- 
ceived. 

The heavy surtaxes cause real hard- 
ships when income earned over a period 
of years is realized or received in one 
year and taxed as a lump sum in that 
year. It is not believed that compensa- 
tion paid in a lump sum in one year for 
services rendered partly in that year 
and partly in prior years should be sub- 
jected to the higher rates of surtax 
which apply when the income is treated 
as income of a single taxable year, but 
that a part of such income should be 
set aside and allocated to the year in 
which it was received. 


How to Treat Extraordinary Income 


This section proposes the addition of 
a new provision to the revenue act of 
1918 to consider Income so received 
extraordinary income when it consti- 
tutes more than 20 per cent of the 
gross income for that year and that 
the same shall be deemed to have ac- 
crued or been received ratably during 
the years in which the service was ren- 
dered or the property held, and that the 
amount thus ratably apportioned to any 
year shall be added to the other in- 
come of the taxpayer for such a year 
and the tax redetermined upon the cor- 
rected amount at the rates applicable 
to such year. It is contemplated that 
if this provision is enacted into law that 
a separate schedule will be provided in 
the income-tax return for the extraor- 
dinary income of the proper years and 
a recomputing of the income taxes for 
such years and the payment of such 
taxes at the same installment dates 
fixed for the payment of taxes due 
upon income for the year in which the 
extraordinary net income is received. 

Sections 4 and 5 of the bill have been 
provided for the purpose of establish- 
ing a method for the final determina- 
tion and settlement of tax claims and 
assessments. This is probably the 
feature of the bill which will be the 
most heartily appreciated by the tired 
business man who has been amazed to 
find that in spite of the millions the 
Government has spent in collecting rev- 
enue, the experts of the Internal Rev- 
enue Bureau are still checking up in- 
come tax returns for 1916, and prob- 
ably will never bring their work up to 
date. Congress proposes that a limit 
shall be set back of which cases can- 
not be reopened and new claims put for- 
ward against taxpayers. 

A General Statute of Limitations 

Section 4 proposes that no suit or 
proceeding for the collection of any tax 


shall be begun after the expiration of 
five years after the date when the re- 
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turn was due or was made, except in 
the case of false or fraudulent returns, 
made with intent to evade the tax. A 
similar provision was inserted in the 
war revenue act of 1918 which has been 
held to apply only to that law; hence 
it is necessary to extend the provision 
to all income tax laws in order to clean 
up the slate. 

Section 5 of the proposed bill is re- 
garded as the most urgent of all the 
projected measures for simplification. 
It authorizes the Commissioner of In- 
ternal Revenue, with the approval of 
the Secretary of the Treasury and the 
consent of the taxpayer, “to make a 
final determination and settlement of 
any tax claim or assessment which shall 
not thereafter be reopened by the Gov- 
ernment or modified or set aside by any 
officer, employee, agent or court of the 
United States except on the showing 
of fraud, malfeasance or misrepresenta- 
tion of fact materially affecting the de- 
termination thus made.” 

The necessity for this legislation is 
strongly emphasized in a letter written 
to the Ways and Means Committee by 
the Secretary of the Treasury, which 
sounds like a wail from the tombs. 
The Secretary says: 


Rough on the Taxpayer 


“This recommendations is of major 
importance. At present the taxpayer 
never knows when he is through. 

“Every time an old ruling is changed 
by court decision, opinion of the At- 
torney General, or reconsideration of 
the department, the department feels 
bound to apply the new ruling to past 
transactions. The necessity of con- 
stantly correcting old returns and set- 
tlements is as distressing to the de- 
partment as it is obnoxious to the tax- 
payer. 

“But an even more serious situation 
arises in connection with the assess- 
ment of back taxes. The tax return of 
a large corporation is likely to be 
crowded with debatable points which 
the corporation, in the first instance, 
usually decides in its own favor. 

“The auditing of these returns has 
been necessarily delayed by the inabil- 
ity of the Bureau of Internal Revenue 
to engage and hold a sufficient force of 
experts to audit promptly the more com- 
plex and difficult returns, but when the 
audit comes to be made, it ordinarily 
brings to light a ldrge amount of back 
taxes. A prompt determination and 
collection of such back taxes would 
probably bring in additional revenue ex- 
ceeding $1,000,000,000. 

“On the other hand, this situation 
must fill the taxpayers concerned with 
the gravest apprehension. If present 
taxes be continued and a period of in- 
dustrial depression ensues during which 
the department finds the time and the 
men with which to clear up both cur- 
rent and back taxes within the same 
year, the result may be highly disas- 
trous to business. 

“The commissioner shall be empow- 
ered and directed to dispose of these 
cases promptly and finally. This pro- 
cedure would bring in much additional 
revenue, relieve business from grave 
uncertainty, keep out of the courts 
many debatable cases, and help. to 
avert an administrative deadlock.” 

(Continued on page 113) 














MARKET REPORTS 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


A REVIEW OF THE WEEK’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 











H 
‘ew York, Ju i, 1926 

ETAIL hardware business in and 
around New York dur.ng the 

past five has been, on 

the average, 66 2/3 per cent greater in 
the volume of cash sales than for the 
same period of 1919. Dealers almost 
unanimously hold the opinion that if it 
were not for the serious shortages in 
goods of al! kinds, and the transporta- 
tion difficulties, the volume of business 
to-day would be the largest on record. 

At the present time because of the 
shortages and the extreme difficulty of 
getting deliveries the wholesale busi- 
ness in this vicinity is somewhat dull. 
Some jobbers report. that a very slow 
but gratifying improvement is being 
felt in the movement of freight They 
say, however, that they are receiving 
only a small number of future orders, 
and that dealers are showing more and 
more conservatism in buying. 

Although the freight situation in New 
York is improving gradually, the pros 
pect of open war the Mer- 
chants’ Association and the labor 
unions is looming larger and more omi- 
nously every day. 

Sevéral price changes occurred dur- 
ing the past week. 

Wood dowels are now being quoted 
list plus 50 per cent. Petroleum faucets 
now take a discount of 20 per cent. 
Racking cocks, discount 5 per cent. 
Spring cotters, discount 85 per cent. 
Bommer spring hinges, japanned, are 
now $2.67 per dozen pair. Two-inch 
aluminum numbers are now selling at 
$2.80 per 100; 3-inch are $3.30 per 100. 
English grass scythes are $28.42 per 
doz. 

Probably the first significant reduc- 
tion of any consequence, it is reported, 
has been made on Yale paracentric key 
blanks. They were formerly $1.20 per 
doz., and are now being quoted at $1.05 
per doz. 

Auger Bits.—Some jobbers have re- 
cently received new shipments of auger 
bits and the large demand that has 
been vigorous for some time past is in 
a fair way of being satisfied, in the 
opinion of some of the larger jobbers. 
Present prices are: 

Quarter-inch auger bits, $5; three-eighth 
inch, $5; half-inch, $5; three-quarter inch, 
$7, and one inch, $9.50. Discounts are list 


plus 17/2 per cent with an extra discount 
of 5 per cent for box lots. 


months 


between 


POOSONENATUOOEREROAIOOEIEOOOREREN ITED NEE 


NEW YORK 


Axes.—Although there are few or- 
ders being received for future deliveries 
prices are being quoted as listed here- 
with on “futures.” 

Long Island axe 
per doz 2% to 

or pattern axes ™% 
; to 4 Ib $23.40 doz 
% Ib $23.6 4 to 

lDback axe 1 and fire 

doz d less » per cent, 
half dozen. 

Bolts and Nuts.—These 
still maintain an even and 
interest. 


> to 
94 per doz 
$30 per 


crate lots of 


two items 
consistent 


bolts, all sizes, are be- 
list plus 5 to plus 10 per cent 
Machine bolts, all sizes, 5 per cent off to 
list net Stove bolts are being quoted 50 
1 and 5 to 60 and 5 per cent Common 
belt 49 per cent; sink bolts, 50, 10 
5 per cent 
machine screw nuts, 
. 4 to & in 50 
} 33% and 5 per 
per “ni Stove rods, 33! 
10 per cent 
rivets are generals 
lack tinners’ rivets, 


tinners’ rivets, 30 and 

Cultivators.—Even this 
season jobbers are still receiving or- 
ders for cultivators and a very brisk 
business was done during the past week 
in this line. The following seem to be 
most in demand: ° 


Common 
ing quoted 


carriage 


tire 
and ’ to 6 
Hexagon iron 


per 


13 pel 
Lock wa 

lror 
cent 


Tinned 


held a 
20 per 


€ cent 


late in the 


cent 


Thiee 
per doz 
tors, $13.20 


prong, long-handle cultivators, $9.80 
five-prong, long-handle cultiva 
per doz 


Farming Tool Handles.—A good sub- 
stantial interest is being maintained 
for farming tool handles of all kinds. 
Jobbers still complain of difficulty in 
getting goods. 


Hay fork handles, bent, 5 ft., $5, 
per cent; 6 ft $7.70, plus per 
hay fork handle straight, 5 ft $4.20 per 
doz., plus 5 per cent 6 ft., $6.70 per doz 
plus per cent Long handle manure fork 
handle $4.40 doz., plus 5 per cent; 
wooden D fork handle, $6.90 per 
doz Six-ft. rake handle, 
$6.20 per doz., plus 5 per cent Shank hoe 
handle $23.40 per doz plus 5 per cent 
Spade handles, $7.10 per doz., plus 5 per 
cent Malleable I) spading fork handle, 
$5.75, plus 25 per cent Wooden D spad- 
ing fork handle, $6.90, plus 5 per cent. 

Farming tool handles generally are 
quoted in this section at discount plus 5 
per cent. Pick, sledge. hammer and hatchet 
handles are quoted discount plus 25 per 
cent Axe handles, discount plus 35 per 
cent 


Fly Traps and Fly Swatters.—There 
is still a good demand for both of these 
items. 

Fly 


plus 5 


cent 


per 
manure 


plus 5 per cent 


cloth, corduroy 
per doz wire 
$1.50 per doz 


wire mesh 
bound, wooden handle, $1.20 
cloth, black enamel handle, 
Tempered steel wire, black wooden handlé 
14% in. over all, $1.70 per doz 

Fly traps, galvanized wire 
cover and base, height 5% in., 
13/16 in $1.60 per doz Black 
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swatters 


cloth, tin 
diameter 
painted 


wire cloth in is tnd ver, $3.50 pe 
doz 

Galvanized Ware.—More advances on 
galvanized pails and tubs became effec- 
tive during the past week. There is a 
very vigorous demand for all galvan- 
ized ware and a very real shortage, 
especially in galvanized sheet. 

Galvanized sheet is still being quoted: 
No. 28 gage, $10 to $11.50 base per 100 Ib. 

Galvanized pails, 8-qt., $5; 10-qt., $5.75; 
12-qt., $6.65; 16-qt., $8.90; heavy, 12-qt., 
$8.70; heavy, 16-qt., $12. Wash tubs, No 


1, $16.80; No. 2, $18.60; No. 3, $22.05; al! 
per dozen. 


Game Traps.—Orders for game traps 
seem to lead among the “futures” and 
many jobbers are worrying about the 
prospects of getting goods, as it is re- 
ported that a good many of the large 
manufacturers are sold for the balance 
of the year and cannot take additional! 
business. 

‘Triumph,” with chains: No. 0 
ver doz No. 1, $2.01 per doz.; No. 1 
05 per doz.: No. 2, $4.21 per doz.; No 
14 per doz.; No. 4, $8.60 per doz 
2, $16 per doz French rat traps, $% 
doz 


$1.71 


? 
>” 
‘ 


j 
$ 
4 


per 

Garden Tools.—Although the buying 
season under normal conditions should 
have long since been “over and done 
with,” garden tools still lead the rest 
of hardware items that are in demand. 
Garden tools of all kinds are extremely 
hard to get, and the demand will prob 
ably continue, many jobbers believe, 
well on into the winter. Many dealers 
who have been unable to get even a 
quarter of what they wanted this sea 
son are already placing orders with 
jobbers and manufacturers for next 
season’s delivery. 

Lawn rollers are 


10 per cent 
Socket hoes 


being quoted list p! 
are $5.84 to $9.50 
riveted shank hoes, blue finish, 
$4.10 per doz.; solid shank hoes, 
finish, $7.97 to $8.60 per doz.: mortar 
9 in., $11.41 to $11.50 per doz 

Hedge shears, & in $1.40 each 9 
$1.65 each 19 in., $1.90 each: No. 191 
S$ in., $1.50 each; 9 in., $1.75 each; 10 i 
$2.05 each 

Malleable iron 
doz 14-tooth 


per doz 
$4.01 to 
bronz 


hoe 


rakes, 10-tooth, $4.56 per 
$5.11 per doz 16-toot! 
$7.42 per doz steel rakes, 16-tooth, $7.60 
to $8.90 per doz 14-tooth, $9.15 to $10.4 
per doz 1s-tooth, $10.65 per doz Wooder 
lawn rakes, wooden bows, $5.78 to $6 
per doz. ; steel bows, $7.50 to $8.05. Wooder 
ha'y rakes, 2 wire bows, $4.95 per doz 
aluminum bows, $7.81 per doz.; 2 wood 
bows, $4.50: 3 steel bows, $7 

Spading forks, 4 tang. malleable D h 
dle, strapped, $11.82 per doz woode! 
handle, strapped, 4 tang, $15.40 per doz 
} tang, extra heavy, wooden D hand 
$17.71 per doz 

Manure forks, 4 tines, strapped, 4! 
handle, $12.79 per doz.; 4 tines, plain 
rule, 4%-ft. handle, $11.23 per doz. : 5 tir 
strapped ferrule, 414-ft. handle, $15.16 
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doz 4 tines, wooden D 
rule, $13.74 per doz mallea 
$ tins, plain ferrule, $11.04 | 
leable D handle, 4 tines 
doz wooden D 
trapped. $15.72 per doz 

Hay forks, 2 7 
ferrule, $10.29 per doz 
rule o44-ft. handle 
tines, strapped ferr 
$13.14 per doz 


Garden Barrows.—It is almost im 
possible to get wooden garden barrows 
in New York jobbing circles at the 
present time. Most of the local job 
bers are receiving orders continuously 
but are unable to even make promises 
of delivery. 


er 
strapped 
per handle 


tines 


Vainted and arni 
in. handles 
per doz 


51. in., 


Hod 
60-1 

c $60 
body 28 x 21% x 
63-in. handles, body 
$73 per doz 72-in. handle body 
> x $120 per doz 
Laborers’ Canali Barrows.—Half 
wheel, $46 ype. doz 
doz full bolted iron wheel 


4 
$45 


zt 21 in., 


wood iron 
per 
A0Z 


Ice Tongs.—Increasing interest is 
mat.ifesting itself in this line and new 
orders are continually 
by local jobbers. 

Wrought steel tool 
japanned black, 10-in., $17 per d 
$18: 14-in., $23 . $37: 1 
24-in $37 Solid el ice to 
handles drop forged hardene 
japanned red, 11-i 332 doz 
$35; 17-in., $40; 24-in.. $45, with 


count of 2 


being received 


steel point 


per 
a new di 
and 5 cent 

Ice Cream Freezers.—Of al] the sea 
sonable articles being sold in this sec- 
tion ice cream freezers probably lead 
the list. Freezers of all styles 
sizes are in excellent demand. 


and 


Full size can 
double scrapers 


with Duplex d: 
+4 rape! i 


» qt 


If-adjusting 
a 4-qt.. $s 3 
$21.55 ne All 
cent Vacuum free 


less one-third eact 
Skates.— We quote herewith 
prices on ice skates prevailing for fu 


ture orders. 
ers to place their orders early for 
No 


skates as a shortage is expected. 
deliveries, it is said, can be made, how 
ever, until October. 


Ice skates, runners of « 
ished, $1.04 per pair ladie 
Men's hockey skates, ¢: 
nickel plated, $1.40 pair 

per pair Hardened 
plated, $1 per pair 
Tempered 


blade extr 
full nickel plated all ws 
pair 


Ice 


Jobbers are advising deal] 


per 
pe 


steel 


Lanterns.—The demand for lanterns 
is very good and although there is a 
shortage because of the freight 
tion it is expected by many jobbers 
that there will be some material im- 
provement before very long. 


Dietz Hy-lo 
Monarch 


situa- 


lanterns, $8.2 


lanterns, $8.50: Blizzard lante 


doz 


Office of 


Chicago 


HARDWARE AGE, 


June 5, 1920 


If the Government’s attempt to un- 
tangle the transportation tie-up is bear- 
ing any fruit it is not evident in the 
Chicago district. The situation remains 
just as acute as ever. Shipments of 


Kure} I 


ZZ i M lar 


, terns, $21 

Linseed Oil.—Linseed oil shows little 
improvement in demand despite im- 
provement in the freight conditions. 
Futures are decidedly weak and saics 
for August-December delivery have 
been made as low as $1.50 carloads. 
June-July position is quoted at $1.60 
to $1.67 for car lots, $1.63 to $1.70 for 
5-bbl. lots and $1.66 to $1.73 for single 
barrels. Boiled oil is 2 cents extra and 
double boiled oil is 3 cents extra. Oil 
in half barrels is 5 cents extra. 

Nails.—There 


change in 


has been no appreci- 


] a ; 
Nall situation. 


the local 


Some jobbers are receiving smal] ship 
é j 


able 


ments but practically 


are being allotted 
t t p 


erabl 


all nails receiv 
orders 


DacK 


I’ roonng ; 2 : 

Naval Stores.—Although the move- 
ment of freight from coastwise piers is 
still attended with difficulty, 
conditions in the naval stores market 
are on the whole considerably easier 
The larger consumers that have special 
docking facilities are getting all the 
supplies they require, it is claimed, and 
shipments by rail are moving better 
than for some time past. 


general 


Turpentine is being quoted from 
$1.90 to $2.00 per gal., f.o.b. New York. 
Rosin, on a basis of 280 Ibs. per bbl., 
common to good strained, is $19.50; D 
grade is $20.30; E grade is $20.35; | 
grade $20.40, and best W W is $23.00. 

Rope.—The local 
comparatively dull at the present 
but jobbers are not for 
tional business because practically 
of the factories are far 
ders and will require, it is claimed, 


from 


rope business is 


looking 
behind on ) 


two to four montns » catcn up 


The anticipated advance on manila rope 
has not as yet been made but, and 
more, jobbers express the belief that 


more 


it is to be expected. 
Ju ] 


wrappings. best 
hemp twine, 6-in 
rope, best grade, 
grade aT to 6 
RAV si 


221%e. 


Roofing and Building Paper. 
is a healthy demand 


building paper of all 


Thers 
for roofing and 
kinds and a great 


CHICAGO 


every kind are greatly delayed 
coming through slowly and some of 
steel] mills are said to be in 
danger of a shut-down because of the 
lack of coke. 
Buying is heavy. 
ward season, the 


serious 


Despite a back- 
smaller 


stores 


Say 


‘ 


reason to 


good all 


deal cf difficulty 

by some jobbers 
7 

per roll pl $2 

Lawn Sprinklers.—Int 


good in this line w 


Sprayers. 
and 


‘ 


reduced s§ 


interest 

tock 
‘) 

OZ 

OZ 


Screws. 


Stove Pipe.—New interest developed 
in this line during the past week, with 
the advance of prices. Present 
tions are as follows: 

Stove pipe, 4-inch, $3.75 per dozen 
lengths; 5-inch, $4.25 per dozen lengths; 
6-inch, $5 per dozen lengths. 

Water Pots.—New prices again be- 
came effective on this line during the 
past week and a weakening of interest 
was experienced. There is quite a 
scarcity in this line of stock, many job- 
bers being entirely out of 
water pots. 


quota- 


galvanized 


Galvanized iron water pots, with zinc 
roses, 6 qt., $11.25 per doz.; 8 qt., $13.15 
per doz.; 12 qt., $17.30 per doz. 

Wire Goods.—The 


voods of all nas Or 


norté 


demand s yrrespona 
Some jobber 

and furthermo) 
belief that 


tinue for wel 


the gener 


trade is good and 


retail situatior 


farmer 

is unusually healthy 
Nothing of a mid- lull is ev 

ient. Shortage of 

for a steady demand 

think that 

summer. 


season 
wanted lines makes 
here is every 
isiness will 

} 
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Generally speaking, prices are steady. 
There are practically no changes in 
quotations. 

Automobile Accessories.—With the 
exception of bumpers and wrenches, 
and perhaps one or two other lines, the 
supply is good. But ‘transportation 
conditions stay serious. Manufacturers 
have goods ready for shipment, but 
cannot get them out, and jobbers are 
holding orders because of the crippled 
shipping situation. Demand continues 
very heavy on all lines. Spark plugs 
are in good supply. There is no pros- 
pect for any price decline and goods 


Recovery in Pig fron; 


Pig iron production figures wirea 
to The Iron Age from all districts on 
the first day of June show a total for 
May of 2,988,881 gross tons. This is 
an average of 96,415 tons per day 
and compares with a total of 2,739,- 
797 tons in April, or 91,327 tons per 
day. Thus there was a recovery of 
about 5000 tons per day from the 
strike slump in April to 17,000 tons 
per day below the March rate. 

It is still the outstanding fact in 
the industry that output is best near- 
er the raw material end. While 
shipments of finished steel are again 
slightly better this week, the Pennsyl- 
vania Railroad leading in the im- 
provement, pig iron is picking up 
faster. Furnaces in blast June 1 
numbered 295, against 281 on May 1 
and 312 on April 1. Resumption of 
a number of blast furnaces is planned 


is 


there 
condi- 


freely until 
transportation 


not move 
bettered 


will 
vastly 
tions. 
We 
Chicago 


f.o.b 
$1.25 
each ; 
Spot 
3%, 


stocks, 


pumps, 


from jobbers 
Two-cylinder foot 
each; Simplex Jack No. 36, $2.10 
Stewart Hand Horn, $3 each; Howe 
Lights, $3.65 each; Weed chains, 30 x 
$2.65 per pair; inner tubes, red, 30 x 
$2.95 each: grey, $2.25 each; Lyon's bum 
pers, $9 each. 

We quote from jobbers’ 
Chicago Hercules Giant, lots 
G5 each lots of 50 to 100 
lots of 100 and upward, 60c 
cules Junior, lots of 1 to 
lots of 50 to 100, 37%4c. each lots of 

500, 35¢c. each lots of 500 to 
each; lots of 1000 and upward, 3le. 
Hel-Fi standard plugs, lots of 1 to 

55c. each: lots of 100 to 250, 52c. each; 

of 250 to 500, 50c. each; lots of 500 to 

47c. each lots of 1000 and upward 
each Hel-Fi Tractor Special, lots of 1 
100, $1 each: lots of 100 to 250, %5e 
lots of 250 to 500, 90c. each lots of 

1900, &8744c. each; lots of 1000 and 
upward, 85c. each A CC. Titan plugs, 63c 
each; / Cico plugs, 48c. each; Cham- 
pion X, 59c. each; Champion O, 62c. each; 
Champion Heavy Duty, 73c. each; Splitdorf 
plugs, 6214c. each United plugs, Junior, 
small lots, 40c. each; lots of 100 or over 
7 > each: United Giant Heavy Duty, 
lots. 60c. each: lots of 100 or over, 

4c, each 

Aluminum Goods.—Both cast and 
stamped aluminum wares are in strong 
demand. Kettles are very active and 
scarce. Prices steady. 

Axes.—Nothing new in the axe situ- 


quote 


9 
3%, 


f.o.b 
to 90, 
each ; 

Her- 
each ; 

100 
1H00 


stocks 
of 1 
624%¢ 
each 


40 


50, 


1900 
45 
to 
each 

500 to 


ation. The demand is heavy. 
orders for fall are being booked. 
We quote from jobbers’ 
Chicago: First quality single 
3-lb. to 4-lb., $16.50 per doz. 
bitted, $22.50 per doz, base. 


Many 


f.o.b. 
axes, 
double 


stocks, 
bitted 
base ; 


Alarm Clocks.—The serious shortage 
remains just as acute as it has been 
for many weeks back. The manufac- 
turers are months behind on orders and 
there no encouraging note in the 
raw material or labor supply. Shelves 
are bare and there is no telling when 
conditions will be easier. 


We quote from jobbers’ stocks, f.0.b 
Chicago The American alarm clock, dozen 


is 


Gain for May Averages 


(From The Iron Age) 


for the coming week. 

A rapid return to normal railroad 
operation is now expected, and as 
soon as adequate stores of fuel are 
collected an expansion of iron and 
steel plant activity will ensue, follow- 
ing increased activity in the week in 
rolling mills. 

How much the recent falling off in 
buying is due to the discouraging de- 
lays and indefiniteness of delivéries 
or to a conservatism growing out of 
the general labor uncertainties is as 
yet indeterminate, but no promise of 
closing the gap between demand and 
supply is shown except in structural 
material and plates. The easier sivu- 
ation in these respects is no more 
marked than in the last few weeks 
and is shown more in a_ reduced 
volume of buying than in less book- 
ings at the top prices. 


Sleepmeter alarm 
per doz. net; Ironclad alarm 
per doz. net; Big Ben and 
Baby Ben, $28.78 per doz. net. 

Coal Hods.—Last week’s raise of 
about 20 per cent stays in ‘force. De- 
mand is many steps ahead of supply. 
Fal] orders are coming in strong and 
jobbers are advising covering of wants 
at once. 

We 
Chicago 
per doz 
funnel hods, 


lots, $13.84 doz. ; 


clocks, $18.36 


per 


quote from jobbers’ stocks, f.0.b 
Japanned open hods, 17-in., $5.50 
Is-in., $6.15 per doz.; japanned 
17-in., $7 per doz.: galvanized 
open hods, 17-in., $8.50 per doz.; 18-in., 
$9.25 per doz.; galvanized funnel 
17-in., $10.50 per doz.; 18-in., $11.35 
doz 


Cutlery.—Brown & Sharpe have an- 
nounced an advance of $1 on all clipper 
prices. Discounts remain the same, but 
the lists are up $1. Parts and repairs 
have taken no advance. One manufac- 
turer of cutlery has announced a 15 
per cent tilt on pocket knives. The 
genera] situation is strong, with a de- 
cided lack of goods and demands very 
heavy. 

Eaves Trough and Conductor Pipe.— 
Prices are unchanged and the demand 
is lively. Mills are, not producing to 
capacity, and are unable to give any 
definite promises of any relief. 

We stocks, 


per 


quote from jobbers’ f.o.b 


Hardware Age 


Chicago: 29-gage lap joint eaves troug 
5-in., $9.50 per 100 ft.; 29-gage corrugated 
conductor pipe, 3-in., $9.50 per 100 { 
29-gage, 3-in. corrugated conductor elbow 
$2.16 per doz. 


Flint Paper.—Discounts on all grad 
of flint papers have dropped from 4( 
per cent to 30 per cent, making the net 
price higher. Emery and garnet pap: 
discounts on standard lists remain the 
same. 

Files.—There a good 
files and moderate wants 
filled to satisfaction. 


We quote 
Chicago: 
discount ; 


is supply of 


are being 


from jobbers’ stocks, 
Nicholson files, 40-10-5 per cent 
New American, 50-10 per cent 


Over 5000 Tons a Day 


Due to the railroad improvement, 
the operation of sheet mills of the 
American Sheet & Tin Plate Co. has 
gone up to 85 per cent of normal sheet 
mill capacity, while independent pro- 
ducers have reached 65 to 70 per cent. 
In some cases independent sheet mills 
have quoted prices nearer those of 
the Steel Corporation. In the Chi- 
cago district, despite fresh local rail- 
road difficulties, active steel plant ca- 
pacity is now over 75 per cent. An 
accumulation of 15,000 tons of fin- 
ished steel occurred in the week. 

Concerted effort is being made by 
the railroads to get tin plates forward 
to the can makers, and there was 
some reduction last week in the heavy 
stocks at mills. This movement will 
go farther, seeing that the Interstate 
Commerce Commission has made a 
priority order for tin plates for cans. 


Disston, 
Diamond, 


discount ; 50 per cent discount; 
Black 40-10 per cent discount. 


Galvanized Ware. — Jobbers still 
ration their supplies, there being 
nothing in the situation that indicates 
any improvement. Heavy pails are in 
big demand and are almost off the 
market. Tubs are active and are usually 
limited to one-half dozen of a size. 

Glass.—Building demands are making 
stronger the glass market. Prices are 
ruling at the same discounts as last 
week, with the shortage fully as sharp 
as it has been any time this year. 

We quote 
Chicago 


stocks, f.0.b 
all sizes, 77 
B, first three 
sizes, double 
Putty in 100 


jobbers’ 
A, 


from 
Single strength 
per cent off: single strength 
brackets, 77 per cent off all 
strength A, 79 per cent off, 

Ib. kits, $4.25. Glaziers’ points, No. 1, No 
2 and No. 3, 1 doz. to pkg., 65c. per pkg. 


Wood Handles.—Lack of hickory 
stock is making for a shortage. Prices 
are stiff and retailers are buying quite 
heavily. 


We 
Chicago 


stocks, f.o.b 
handles, $4 


quote from jobbers’ 

No. 1 hickory axe 
per doz.; No. 2, $3 per doz.; second growth 
hickory axe handles, $6.30 per doz.; extra 
quality hickory axe handles, $5 per doz.; 
No. 1 hatchet and hammer handles, 85c 
per doz.;.second growth hickory hatchet 
and hammer handles, $1.60 per doz 


Lanterns.—Buying for fall is heavy. 
The supply is fair, but advice is given 
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to make up specifications for shipment 
at once as the supply will not be suffi- 
cient to take care of ordinary demands. 


We quote from jobbers’ stocks, f.o.b 
Chicago: Competition lanterns No. 6 
tubular, $6.90 per doz.; No. 2 tubular cold 
blast, $9.90 per doz. 


Nuts and Bolts.—Any change in the 
situation is not for the better. Mills 
are weeks behind in production, and 
with the demand continuing active 
prices have stiffened, although they 
have not actually advanced. 

Nails.—“There ain’t any such ani- 
mal” just about describes the nail situ- 
ation. Mills are months behind on 
orders, and shipments are coming 
through only in dribbles. The prospects 
for any relief are decidedly remote. 
Building activity is more pronounced 
now than it has been, and if there is 
any indication of a change in the nail 
situation it is for the worse, as the 
demand is more intensified than ever. 

We quote from jobbers’ f.o.b 
Chicago: Common wire nails, $4.10 
to $4.75 per keg base. 

Paints.—The oil and paint situation 
is strong. Turpentine is almost off the 
market and a good business is being 
done in substitutes. White lead is 
strong and an advance is looked for in 
some quarters. Demand is heavy. 


Rope.—The market is stiff and a 
slight advance is noted. The demand is 
heavy and production is many weeks 
behind demand. Shipments are pain- 
fully slow. 

We 
Chicago : 
ard brands, 
No. 2, 28%4c. 
per lb. base; 
brands, No. 1, 19%c. per Ib.; 
per lb. ; 

Roofing Paper.—Some paper is being 
received, but not enough to take care 
of needs, and the prices remain strong. 

We stocks, f.0o.b 
Chicago: Certainteed roofing, 1-ply, $2.13 
per sq.; 2-ply, $2.64 per sq.; 3-ply, $3.15 
per sq.: Major roofing, 1-ply, $1.83 per sq.; 
2-ply, $2.24 per sq.: 3-ply, $2.65 per sq.; 
Guard roofing, 1-ply, $1.38 per sq.: 2-ply. 
$1.74 per sq.: 3-ply, $2.10 per sq.; tarred 
felt. $5.08 per 106 Ilb.; red rosin paper, 
$111.45 per ton 

Steel Sheets.— Mills are running light 
and there is no encouragement in the 


stocks, 
from 


quote from jobbers’ stocks, f.0.b. 
In full coils, manila rope, stand- 
No. 1, 27%c. per Ib. base; 
per lb. base; No. 3, 25%c 
sisal rope, full coils, standard 
No. 2, 18%c 


quote from jobbers’ 


Office of HARDWARE AGE, 
Boston, June 5, 1920. 
ETAIL hardware dealers throughout 
New England have been doing a 
big business the past week, thanks to 
more seasonable weather. So much 
has been printed in the daily news- 
papers of late regarding a threatened 
shortage of foodstuff this summer, fall 
and winter, that home gardens, as in 
the old war days, have become the 
pastime of the average owner of a 
piece of land sufficiently large to raise 
vegetables on. Much more vacant 
land in towns and cities is under culti- 
vation this year than last. All this 
industry on the part of the bread- 
winner has made for retail hardware 
prosperity. But atthe same time it has 
emphasized the shortage of seasonable 


situation. The demand continues just 
about double the supply. 

We quote 
Chicago: Galvanized 
$950 per 100 
per 100 Ib. 

Sporting Goods.—Al! 
are in active demand. 
is remarkably lively. 
to fill all orders houses would break 
all records in net amount of sales. 
Prices are firm and unchanged. 

Solder.—In full case lots the price 
has advanced from 40c. to 42c. 

Presses.—Cider and wine presses are 
moving very actively. The height of 
the season is on and the demand is 
extremely heavy. With this situation 
the prices are naturally strong. 

We quote 
Chicago Junior 


Junior wine presses, 
farmers’ cider press, 


from jobbers’ stocks, f.o.b 
sheets, No 28, at 
lb.; 28-gage black sheets, $s 
standard lines 
The business 
Were it possible 


f.o.b 
each 


feed 


stocks, 
mills, $24 
each; Force 
each. 


jobbers’ 
cider 
$12 
$18 

Stove Boards.—Heavy orders for fall 
delivery have given the market a stif- 
fened aspect. The chances are that 
many dealers will have their orders cut 
seriously unless they protect them- 
selves by placing their wants at once. 

We quote from jobbers’ stocks, f.0.b 
Chicago: Wood lined crystal stove boards, 
4 x 24, $13.65 per doz.; 26 x 26, $16.05 
er doz.; 28 x 28, $18.85 per doz.; 30 x 30, 

1.30 per doz.; 33 x 33, $25.50 per doz.; 
$30.50 per doz 

Screws.—There is nothing new in the 
situation. There is a fair supply and 
small orders are being reasonably well 
filled. 

We quote from 
Chicago: Flat-head 
round-head blued, 67! 
§62%,-20; round-head 
head brass, 60-20. 

Sash Weights.—No delivery dates are 
promised on large shipments. Small 
orders are being filled with fair prompt- 
ness. 

We 


from 


y 
Pp 
$ 


9 
6 x 36, 


f.o.b 


“0.9 
70-20. 


stocks, 
screws, 
flat-head japar 


brass, 57%-20; flat- 


jobbers’ 
bright 


»- 20; 


quote from jobbers’ stocks, f.0.b 


Chicago: Sash weights in less than ton 
lots $75 per ton: ton lots, shipment direct 
from the foundry, subject to delay, $73 
per ton 


Wheelbarrows.—The demand is not 
quite as active as it was two weeks ago, 
but there is no reason to look for an 
abatement in prices. 


We quote from jobbers’ stocks. f.0.b 
Chicago No. 4 tubular barrows, all stee 


BOSTON 


hardware merchandise. Considerable 
local interest was taken in the open- 
ing of the initial Boston store of the 
Winchester company, at the corner of 
West and Tremont streets. The open- 
ing was delayed, according to a notice 
on the front door, owing to railroad 
transportation conditions. Representa- 
tives of the Winchester company have 
been in the Providence, Boston and 
other markets for goods with which to 
stock their new stores, but have been 
only partly successful in getting mer- 
chandise. 

Notwithstanding all the talk, past 
and present, regarding price reduc- 
tions, no weakness is visible here. On 
the contrary further advances are an- 
nounced, some of them substantial 
ones and by manufacturing interests 


105 


$9.25 eact 
$4 each; 
each. 

Wire Cloth and Poultry Netting.— 
There is a lack of poultry netting that 
may influence prices up. Retailers are 
reporting low stocks on wire cloth, and 
a strong consumer demand. Re-orders 
are apt to be characterized by many 
shortages or decreases in the quantity 
sent. 


common tray or stave barrows, 


angle leg garden barrows, $6.50 


count 


cent dis 

Game Traps.—Orders for fall 
ment are coming in strong. 
facturers in some instances are about 
“filled up” and are not promising to 
ship any more goods than those called 
for on old orders. 


We from jobbers’ stocks, f.o.b 
Chicago No. 0, Victor traps with chains 
$1.71 per doz.; without chains, $1.34 per 
doz.; No. 1, Victor traps, with chains 
$2.01 per doz.; without chains, $1.52 per 
doz.; No. 1%, Victor traps, with chains 
$3.05 per doz without chains 2.44 per 
doz.; No. 0, Oneida Jump traps, with 
chains, $2.27 per doz without chains, $1.75 
per doz No. 1, Oneida Jump with 
chains, $2.75 per doz.; without chains, $2.12 

* doz No. 114. Oneida Jump traps, with 

without chains, $3.25 

No. 0, Newhouse traps, with 

3s 6©6$4.75 per doz No. 1, $5.62 per 
: 114, $8.50 per doz 


ship- 
The manu- 


quote 


traps, 


The Hudson Tire & Rubber Corp., 
with executive offices at 503 Proctor 
Bldg., Yonkers, N. Y., has been incor- 
porated under. the laws of New York 
State, with a capital stock of $1,000,- 
000. 

Building operations will commence 
at once on a tract of land acquired in 
that city. It is planned to erect a 
modern factory, designed to manufac- 
ture cord and fabric tires, tubes, solid 
truck tires and other rubber goods. 

The incorporators and cfficers of the 
company are W. M. Doucette, presi- 
dent and general manager, and H. B. 
Seymour, vice-president and treasurer. 

The Star Specialty Mfg. Co., 229 
West Erie Street, Chicago, has changed 
its name to Channon-Hughson Co., con- 
tinuing business at the same location. 


sufficiently established to suggest that 
they, at least, anticipate no weakness 
in the market for many months. The 
few manufacturers we have talked 
with since last reports say they some 
time ago wrote to customers asking if 
they wished to cancel orders, but have 
received no such instructions. It is 
safe to assume then, that the average 
wholesale hardware house, while pos- 
sibly not placing much new business 
with the manufacturer, is willing to let 
orders already placed stand. The re- 
tail dealer, in a great many cases, takes 
the same attitude with the jobber that 
the latter does with the manufacturer. 
It is only fair to state, however, that a 
large percentage of retail dealers are 
still apprehensive regarding future 
prices. In trying to analyze this feel- 
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ing it appears that much of it is due 
to the high prices prevailing for mer- 
chandise. In other words the retail 
dealer is obliged to pay more for stock 
than he wants to because he feels his 
customer feels the same way. On the 
other hand the retail dealer continues 
to sell stock at high prices, is probably 
turning his stock over as often or more 
so than he has in former years, is 
making as much or more money and is 
discounting his bills. 

Automobile Accessories.—The aver- 
age retail dealer carrying a good line 
of automobile accessories is doing a 
splendid business these days. Most of 
these accessories can be applied to Ford 
cars and according to recent statistics 
regarding the output of that company 
there is every reason to expect further 
retail hardware store expansion in this 
line of merchandise. Garage air com- 
pressors have been advanced in price, 
and Wondermist will advance about 
161/3 per cent on June 15, but aside 
from these two changes prices remain 
unchanged. 


Bolts and Nuts.—Market conditions 
are unchanged. There is no letup in 
the demand for bolts and nuts and no 
visible increase in supplies. One large 
local jobbing house sent a representa- 
tive to Worcester and Springfield, Mass., 
and down through Connecticut for the 
purpose of picking up stock here and 
there to fill some of the many back 
orders on books. The representative 
returned with almost no success. What 
he did get was not enough to fill even 
one of the unfilled orders. Tire bolts 
are in especially good demand and 
scarce. One nearby manufacturer has 
tried unsuccessfully for a week to 
place an order for 10,000 to 12,000 1% 
x3 16 in. flathead bolts. The order is 
still kicking around the local market. 


We quote from jobbers’ stocks: Ma- 
chine bolts with H. P. nuts, 4 x % and 
smaller, list; 4% x % and larger, list; 
machine bolts, C. T. & D. nuts, 4 x % in 
and smaller, list plus 10 per cent; 44 x % 
in. and larger, list plus 10 per cent; com- 
mon carriage bolts, 6 x % and smaller, 
list plus 10 per cent; 64% x % and larger, 
list plus 10 per cent; tap bolts, list plus 
30 per cent; stove bolts, large quantities. 
60 per cent discount: bolt ends, list; tire 
bolts, 1%, 1% and 2 in. x 3/16 in., 45c 
per 100 net, other sizes, 30 per cent dis- 
count: semi-finished nuts, 9/16 and smaller. 
30 per cent discount: % and larger, 30 
per cent discount; finished case hardened 
nuts, 30 per cent discount; H. P. square 
blank in full keg, tapped: hexagon blank 
and tapped; C, P. C. & T. square blank, 
tapped hexagon blank tapped, list 
plus 4¢ 


Cultivators.—Cultivators 
the things that the retail hardware 
dealers are having a big call for. Job- 
bers’ stocks are well cleaned up for 
this season of the year, and the chances 
are that retail dealers wishing to place 
repeat orders later on will have more 

or less difficulty in securing goods. 
’ Prices are very strong on all makes as 
previously reported. 

We quote from jobbers’ stocks: Midget. 
$4.20 per doz.: three-prong cultivators, 
$8.40 per doz.; five-prong cultivators, $11.40 
per doz. 

Files.—Conditions governing the mar- 
ket are the same as reported hereto- 
fore. Some jobbers’ stocks are very 
badly broken, others appear to have a 


and 


are among 


good supply of certain makes, but taken 
as a whole the market is not nearly as 
well stocked as it usually is at this 
time of the year and the manufacturers 
hold out very little encouragement both 
as to supplies and prices. 

We quote Files, 


from jobbers’ stocks: 
Nicholson and Black Diamond, 40 and 10 
per cent discount; Great Western Arcade, 
American, Kearney & Foote, ete., 50 and 5 
per cent discount; Swiss, list plus 15 per 
cent. tasps—Heller, 70 per cent discount ; 
Superior, 75 and 5 per cent discount. 

Freezers.—The recent warm weather 
has had a tendency to bring out orders 
for freezers but the buying has been 
of a hand-to-mouth character, which in- 
dicates that retail dealers do not expect 
to sell as many freezers as they have 
in former years, owing to the high 
prices they are obliged to ask for them. 

We quote from White 
Mountain, 1-qt., $2.91 each; $3.39; 
3-qt., $4.05: 4-qt., $4.95; 6-qt., 7; S8-qt., 
$8.10; 10-qt., $10.80; 12-qt., $12 15-qt., 
$15.36: 20-qt., $19.92; 25-qt., $25.56. 

Glass.—The local wholesale houses 
are making an extra charge for win- 
dow glass cut in fractions of inches. 
For instance, on single glass if it is cut, 
say 11',x12 in., there is an extra charge 
of 20c. per box for the fraction. If the 
glass was cut 11% x 12% in. On 
would be a double charge or 40c. be- 
cause there are two fractions. On 
double glass the charge for one frac- 
tion is 25c. per box and for two frac- 
tions 50c. Ground glass has been ad- 
vanced from 25c. to 28c. per sq. ft. 

We quote from jobbers’ stocks: Window 
glass, single A and B, by the box, 76 per 
cent discount; double A, 77 per cent dis- 
count; double thick A, $1.25 per sq. ft. 
With hard metal, 50c. per sq. ft., 75 per 
cent discount. 

Leading Glass.—Colored art glass, $1.50 
per sq. ft. and higher; double thick A, 
$1.25 per sq. ft. With hard metal, 50c. per 
sy. ft. extra, Copper finished, 25c. per sq. 
ft. extra. All glass figured in square inches. 

Vitro-Marble.—Glass 4-in. thick, 50c. 
per sq. ft.; 5/16-in., 60c.; 7/16-in., 70c.; 
t%-in., 90c. 

Skylight Glass.—Rough or rolled, %-in., 
thick, 18c. per sq. ft.; 3/16-in. thick, 22c¢ 
per sq. ft.; 44-in. thick, 28c. per sq. ft.; 
wired glass, 35c. per sq. ft. 

Grindstones.—All of the leading 
makes of grindstones have been ad- 
vanced by the manufacturers and job- 
bers have changed their lists accord- 


ingly. 


jobbers’ stocks: 


Hose.—Rubber hose, especially the 
better kinds, is beginning to move more 
freely, and many who a month ago took 
a pessimistic view of this market have 
changed their minds. Manufacturing 
conditions governing hose are much the 
same as in other lines handled by 
hardware dealers, that is the manufac- 
turers are having trouble in securing 
efficient help and raw materials, espe- 
cially cotton fabrics, and for that rea- 
son the market is by no means flooded 
with hose. It seems more than prob- 
able therefore that there will be no 
lowering of prices this season at least. 

We quote from jobbers’ stocks: Bull 
Dog, % in., 20c. per ft.; Milo, % in., 17c. 
per ft.; Good Luck, % in., 16c. per ft.; 
Olympia, % in., 15c. per ft.; Leader, 5% in., 
13144c. per ft.; Commercial, 5% in., 11%c. 
per ft. 

Iron and Steel.—More of the local 
jobbers are selling iron and steel on a 
5%c. base than a 6c. base. Two of the 
largest houses, however, are having no 
trouble whatever in disposing of stock 


Hardware Ap. 


at the top price, and they seem to be 
better supplied than some of those 
houses who are quoting a 5%c. base. 
The average consumer of iron and stee! 
is not questioning the price. If he can 
secure what is wanted in desired quan 
tities he apparently is willing to pay 
any price. 

lron.—kKefined, except as below, $5.50 
$6 per 100 lb. base; % and 9/16 in, rourn 
and square and 2% in. round and squars 
and larger, $5.90 to $6.40; 7/16 in. roun 
and square and smaller, $7.25 to $8; over 
6 in. wide, $7 to $7.50. Best refined, $7 
to $7.50; same extras over base for sma|! 
sizes as refined. Wayne, $8 to $8.50. Band 
iron, $8 to $8.50; hoop, $8.25 to $9; Nor 
way, $20. 

Steel.—Soft steel bars, as below 
$5.50 to $6 per 100 lb. base; % in. round 
and square and smaller, $6 to $6.50; flats 
$6 to $6.85; concrete bars, plain, $5.50 to 
$6; twisted, $6 to $6.50; angles, channels 
and tees, $5.50 to $6.50; tire steel, $6.50 

open hearth spring steel, $10 to 
crucible spring steel, $15 to $16 
$7.25 to $8.25; hoops, $8.25 to $9 
rolled steel, $8 to $10.50; toe calk 
$7.25 to $8. 

Landers, Frary & Clark Goods.— 
Definite information has been received 
by local jobbers regarding the recent 
advance in prices on the Landers, Frary 
& Clark line of goods since last reports. 
On cutlery the new list shows an ad- 
vance of from 5 to 7¥2 per cent, and on 
other merchandise the advance amounts 
to a little more in some instances. 


Lantern Globes.—A further advance 
in local quotations on lantern globes is 
announced, amounting to about 25 per 
cent. 

Nails.—One of the leading manufac- 
turers of cut nails has advanced prices 
50c. a keg, and the local jobbers here 
have revised their price to a $7.75 per 
keg base. In the week ending May 29 
the jobbers here and elsewhere in New 
England received some wire nails but 
were less fortunate during the past 
week, consequently there still remains 
a large number of unfilled orders von 
their books. While the retail hardware 
trade would be glad to get almost any 
kind of a wire nail, they are especially 
anxious to secure eight penny, for 
which they say there is a tremendous 
demand, with buyers willing to pay any 
price for them. 

We quote from jobbers’ stocks: Wire 
nails, per keg, $6 to $10 base; coated wire 
nails, $5 per standard 100-lb. keg base; 
cut nails, $7.75 per keg base; galvanized 
nails, $11.75 per keg base. 

Horseshoes.—Leader, No. 5, $5.40 per 
keg; No. 6, $5: No, 80: No. 8, $4.60; 
Nos. 9, 10 and . $4.45; Crown, 5, 
$5.90: No. 6, $5.25: No. 7, $5.05; 2} 8, 
$4.85; Nos. 9, 10 and 11, $4.65. 

Pliers.—The Utica line of pliers has 
been advanced about 10 per cent. The 
Kraeuter line quotations are unchanged. 
One of the officers of the Kraeuter com- 
pany has been visiting local jobbing 
houses the past week, really for the 
purpose of explaining to them condi- 
tions under which pliers are being 
manufactured to-day. He says the com- 
pany has plenty of material on hand, 
and is amply equipped to turn out large 
numbers of pliers weekly, but more or 
less trouble is experienced all the time 
with labor, which makes for a slowing 
up of productions and he sees nothing 
which would indicate a change in labor’s 
attitude this year at least. 

Kraeuter Goods.—Combination pliers, 


except 


cold 
steel, 
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doz.; 6 in., $14.45; 8 in., 
$17.50; 10 in., $21.30. Side cutting pliers 
4 in., $17.50 per doz.; 5 in., $18.50; 6% in 
$20.15; 7 in., $23.80; 8 in., $26.45 3utton’s 
pliers, 6% in., $12.10 per doz.; 8 in., $15.30; 
10 in., $18.50. Common flat nose and com- 
mon round nose pliers, 4 in., $11.10 per 
doz.: 4% in., $11.60; 5 in., $12.20; 5% in., 
$12.80; 6 in., $14.05. Milliners’ pliers, 4% 
in., $17.20 per doz. Electricians’ pliers. 6 
in., $25.55 per doz. , pang pliers, 5 in 
$22.60; 5% in., $24.3 6 in., $26.55 

Poultry Supplies. dite leading manu- 
facturers of incubators and brooders 
are out with a new price list for next 
season’s goods which shows an advance 
of approximately 25 per cent. On 
some numbers the advance runs close 
to 30 per cent. Discounts remain as 
heretofore. In the notification of the 
new prices the manufacturers state 
that because of the demand for, and the 
scarcity of material, they anticipate a 
shortage of incubators and_ brooders 
next season. 


in., $12.20 per 


Reading Goods.—The Reading Saddle 
& Mfg. Co., Reading, Pa., has issued 
supplementary price list No. 2, apply- 
ing to catalog No. 11, which quotes 
pocket knives at $13.25 to $43.25 per 
gross, and from $8.50 to $13.50 per 
dozen; grass hooks from $36 to $53.75 
per gross; grass shears, 5! in., at 
$26.50 to $56 per gross, and 6 in. at $93 
per gross; hedge shears at $12 to 
$30.25 per dozen, according to size; 
pruning shears at $27 to $29.25 per 
gross; brick trowels at $12.50 to $23.50 
per gross; garden trowels at $12.50 to 
$14.50 per gross; spading forks at 


Current Metal Prices 


fron and Soft Steel 
and Shapes 


Bars 


Bars: Per lb. 
Refined Iron, base price.. 5.25¢ 
Swedish Bars, base price.. .20.00¢ 

Soft Steel: 

% to 1% in., round se 
square 
1 to 6 in. x % in. 


b.2be in. 
to : in. 
3 52@ 5.25¢ 
5/16, 
3.62@5.25¢ 
.. 3.57 @5.05¢ 
3/16 to 
4.22@6.50¢ 
5.57 @6.50¢ 


1 to6 in. x 4 to 


Rods—% and 11/16 
Benes, 1% to6x 
No. 8 


— and pore to 15 
in 3.47@5 


3 in. x \% in. and larger, 
8 in. x 3/16 In. :~ 
1% to 2% in. 
1% to 2% in 


and thicker 
1 to 1% in. x 3/16 in., 
a5 


and ly in., 
3.72@5.60¢ 


5.90¢ 
85¢ 


2@5.90¢ 
@5.95¢ 

-3.62@6.00¢ 

3.67 @6.05¢ 
-07 @6 
17@7.55¢ 


1 to 1% in. x Us in. 
™x 
% x 
"x 
w% x 
ees: 
1 x 1 » 
1% inx 1% 


1% to 2% x 3/16 "os 


steel 


best cast 


Tank Plate—Steel 


and he eavier 


Blue Annealed 


Bor Annealed—Black 


ind 20 
and 24 


$12.25 to $27 per gross; weeding hooks 
at $15.75 to $16.50 per gross, and whis- 
tles at $32 to $70 per gross. 
Rules.—Most makes and kinds of 
rules continue scarce and comparatively 
high in price. One local jobbing house 
has just received two lots of Lufkin 
caliper rules, the first it has had in six 
months or longer. White zig-zag rules 
undoubtedly will be scarce the balance 
of the year at least, because the manu- 
facturers are having difficulty in 
ting proper elastic white paint needed. 


of all 
approxi- 


get- 


Sand Paper.—Sand papers 
kinds have been marked up 
mately 12'4 per cent. 


Sash Cord.—The Silver Lake Co. 
advanced prices on some of its 
from 5 to about 10 per cent. The 5 
per cent applies to sash cord. The 
greatest price advance has been on the 
smaller lines. 


has 
lines 


Shovels.—Manufacturers of the pop- 
ular selling wooden snow shovels are 
out with a new list on next season’s 
goods, which shows an advance of 
about 25 per cent. They, as is the case 
with other manufacturers dependent 
upon wood, find difficulty in 
supplies even at materially 
prices. 


securing 
higher 


Sieves.—The manufacturers of coarse 
sieves have issued a new list which 
shows a general advance. Local job- 
bers have not revised their list as yet 


flats and 
.. 6.757.504 
20.00 @ 24.0048 
steel 25.00 @ 30.004 


Sheet copper, hot 
291%4¢ per Ib. base 
Cold rolled, 14 oz 

2¢ per Ib. 

Per Ib. ---—- 
-3.67@5.50¢ 
eets 
Per Ib 


T7T.12@ 8.006 


Bright Tin 
15 @ 8.056 
22a S.1 0 ‘AAA 


‘ 
8$ 828.206 


er Steel 

R., Wood's 
tefined 
Per lt 


on Pass, 
Per Ib. 
208.304 9.906 
24.8.354 9.85 
8.404 9.906 
8. 50@ 10.006 
&. 60@ 10.106 
in wide, 106 


10.806 


10.85 


Galvanized 
75a 
9.004 
@ 
20€@ 
15@ 
H0@a 
V.75@ 
10. 35@ 


8-lb. Coating 


Copper Sheets 
rolled, 


and 
advance over hot rolled 


*Regular extras for lighter gages. 


Tin Plates 


.& rade 


( -v~y Chare oal 
14x20 


$16.5 
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but probably will do so before the end 
of another week. 


Tools.—North Bros. Mfg. Co., Phila- 
delphia, have issued a new net price list 
on Yankee tools, which applies to all 
unfilled orders. The company states 
that new business will be accepted only 
at price ruling on date of shipment, and 
that orders are being filled in rotation 
as received. It states, however, that 
it is about six months behind in ship- 
ments notwithstanding efforts for bet- 
ter service. 

Washers.—A further reduction in 
local stocks of washers has been made 
since last reports. Some houses report 
being entirely out of certain sizes and 
that the manufacturers hold out 
very little encouragement as to when 
they will be able to replenish stocks. 
Contrary to all expectations local prices 
remain unchanged. 

We quote fron jobbers’ t ‘ Cut 

sher , 1 and m er ve r Ib 


lb t ' ’ 200-Ib 
wasl per Ib 


say 


malleable 


Wire Cloth.—The 
cloth has much sooner 
ticipated. condition is 


local for 


shortage in wire 
than an- 
evidently 
jobbers report hav- 
from houses locat- 

Louis asking for 
screening is 


come 
This 
not a one 
ing received orders 
ed as far 
various kinds. 
cially short, 
here 


away as 
Wire 
inquiry 

failed to 


es pe- 
among jobbers 
any 14 
={ 


general situation re- 


having locate 
mesh. 


Wrenches.—The 


June LO. 1920 


G12 
1 Ty, 


24 o7., ‘ a . le a - eas WY 
heavier, — 
Babbitt Metal 


Best grade, per lb 
Commercial grade, 


Antimony 
1% @11%¢ 


Aluminum 


Grade 


ery 200 No. 1 alun 
’ - over 99 


ingots 
iP 


inum (guaranteed 
per cent pure), in 
for remelting. per 
weannekad ...--35@38¢ 
ery juiet nd 
Dealers’ buying 
* Old Metals 

Cente 
Per Ib 


Terne Plates 
14 z 20 


1 
; otek 2 By as. On No. 28, 36 in. wide, 20¢ higher Firedoor stock 


3 . and larger 
Merchant Steel 


Per Ib 
Tire, 1% x % In, and larger, 


Steel Wire 


Rase Price® on No 
coarser 
5.00@5.2n¢ Rright Basic 
Smooth finish, 1 x 2% Annealed Soft ... 
x 1% in. and larger 6.006 Galvanized Annealed 
Toe calk % x % in. and Coppered Basic 
larger Tinned Soft Bessemer 
Cold-rolled 
and 
Open-hearth spring steel 
7.00@10.00¢ 
Shafting and Stock 
Rounds 6.2 
Standard cast. steel, base 
Price . ‘ ...15.00¢ 


Pipe 
Standard—Steel 
Blk 
in. Butt —36 
20@21¢ 4-3 in. Butt —40 
14 @20¢ %-6 in. Lap coos 3S 
12 in. Lap wae 25 


9 gage and 
Pe 


Copper 
Lake Ingot 
Electrolytic 
Casting 


21 @22¢ Fa 


6.00¢ 
Zine 
ter 10@11 Wro 


Spelter and Shect 
Brass Sheet. Rod, Tube and Western spel 
Z Sheet zine, No. 9 1 Bik. Galv 
High Brass Sheet......28% @29%¢ ' oc] but V+ & 
High Brass Wire... 28', @29%¢e L 
Rrass Rod 26% @29¢ 
Brass Tube 42% @44%¢ 


12a Whe ght Iron 


Serew 
Ta Te ° 


Lead and Solder 


American pig lead 10@11¢ 
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mains about as heretofore. The whole- 
sale houses are by no means over- 
stocked, nor are they having much more 
than a normal demand for the various 
makes, owing to the fact that there are 
still available wrenches that were 
bought very much under the present 
market. 


TWIN 


and Minneapolis, 
June 5, 1920 


YENERAL hardware business is in 

MH excellent condition. There has 
been a decided slowing up, however, in 
building activities, and this has, of 
course, affected prospective building 
but has not, as yet, caused 
up in retail sales. In fact, 
report business in excess of 
previous months. The demands already 
made by carpenters and painters, and 
the demands being made by plumbers 
and electricians make it practically im- 
possible for future building projects to 
proceed. A large amount of new work 
in prospect has either been cancelled 
or indefinitely postponed. 

Nevertheless, there is no indication 
that the crest of high prices have been 
reached. Substantial increases by the 
manufacturers have been made in sev- 
eral lines, notably, Bommer 
Hinges, the Utica line cf pliers and 
Vaughn & Bushnell’s entire line of 
tools. These increases have not all 
been placed in effect by local jobbers 
as yet. 


Pau 


material y, 
any slowing 


all stores 


Accessories.—Trade in 
accessories and necessities 
has been very brisk, due to warmer 
weather. As before stated, the equip- 
ping and repairing of old cars still con- 
tinues to help sales. Local dealers are 
heavily stocked with tires and tubes on 
account of the very late spring, but it is 
expected that these goods will move 
more rapidly now that weather condi- 
tions are normal. The recent closer 
enforcement of traffic rules has created 
quite a demand for auto of 
various types. 


Automobile 
automobile 


lenses 


Builders’ Hardware.—The future de- 
mand for builders’ hardware is not as 
brisk as a short time ago, but deliver- 
ies on old orders are very slow, and this 
shortage, together with the scarcity of 
nails, makes it difficult to complete 
work under contract. 

Bolts.—Stocks are rapidly becoming 
broken. Short sizes in %-in., in both 
carriage and machine bolts, are prac- 
Sales hold 


Prices 


tically impossible to secure. 
at about same as last reported. 
show no change. 
quote fron ocal 
; all riage bolt ai) 
carriage bolts, 15 per 
t 30 per cent large machine 
cent 60 per cent 
bolts, 25 


stocks 
large 
machine 
bolts, 
lag 
per 


jobber 


cent 


Wwe 
Small car per 
cent; small 
bo 
20 per stove bolts 
SCTeW 1 per cent plow 


t 


Milk Cans. 


in this line. 


No recent price change 


Sales about normal. 


Screen Doors and Windows.—Sales 


Spring, 


Stilson 
new 
knife 
$18; 
18-in., 


We quote from jobbers’ stocks: 
and Trimo pipe wrenches and parts, 
list, 50 per cent discount; Coes 
wrenches, 6-in., $15 per doz.; 8-in., 
10-in., $22; 12-in., $28; 15-in., $38; 
$48; 21-in., $50; Coes key wrenches, 28-in., 
$18; 36-in., $38; 48-in., $84; 20 per cent 
discount: dropped forged wrenches, 20 per 
cent discount; Wescotts’ wrenches, net list; 
agricultural wrenches, 25 per cent discount. 


CITIES 


increased materially during past few 
days, on account of warmer weather. 
No change in prices, although changes 
are expected. 

We from local jobbers’ stocks: 
6.8 screen doors, $20.10 per 
6.8 sereen doors, $44.20 
adjustable 24-in. win- 
doz.; Wabash, exten- 
screens, $7.70 per doz 

Eaves Troughs, Conductor Pipe and 
Elbows.—Demand for this class of 
goods steady, with scarcity of some 
sizes and grades. No price changes 
have been made. 


quote 
Common 2.8 x 
doz fancy 2.8 x 
per doz Sherwood 
dow screens, $9 per 
sion, 24-in. window 


local jobbers’ stocks: 
Eaves trough, 28 ga., 5-in. lap joint, single 
bead, $9.50 per 100 ft.; conductor pipe, 28 
ga., corrugated, 3-in., $9 per 100 ft.; 
elbows, 3-in. corrugated, $2.16 per doz. 


We quote from 


Files.—There is still a good assort- 
ment of files in the hands of jobbers, 
but shipments are slow in arriving. In 
a recent issue of HARDWARE AGE, 
Riverside files were quoted 45-5 per 
cent, Nicholson 50-10 per cent. These 
were transposed; correct price is River- 
side files 50-10 per cent, Nicholson files 
45-5 per cent. 

Freezers.—Sales are rapidly improv- 
ing as warmer weather has set in. 
Prices are still as last reported. 
stocks: 


freezers, 
ice cream 


We quote from local jobbers’ 
White Mountain, 4-qt. ice cream 
$4.95 each; White Mountain 8-qt 


freezers, $8.10 each. 

Galvanized Ware.—There has been a 
slight advance in price of galvanized 
ware. Sales are good and material 
moving out rapidly. 

We quote from local jobbers’ stocks: 
Standard No. 1 galvanized tubs, $12.90 per 
doz standard No. 2, $14.50 per doz.; 
standard No. 3, $16.90 per doz.: heavy No 
1 galvanized tubs, $21.50 per doz.; heavy 
No. 2, 3 per doz.; heavy No. 3, $23.50 
ner doz.; standard 10-qt. galvanized pails, 
$4.50 per doz.:; standard 12-qt., $4.95 per 
doz standard 14-qt., $5.60 per doz.; 
standard 16-qt. stock, $8.50 per doz. ; stand- 
ard 18-qt. stock, per doz. 


Glass and Putty.—The peak of the 
demand for glass is over for this season, 
although sales continue fairly steady. 
Price shows no change. 
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Saxo 


Hose.—Sales are very heavy at the 
present time, as there has been but 
little rain in this territory. Because of 
great variation in quality of hose it is 
difficult to give any prices that would 
be a fair standard. 


Lawn Mowers.—There is a very large 
demand for lawn mowers and most 
jobbers’ stocks are badly broken. The 
warm weather has stimulated 
Prices remain same as last. 


recent 
sales. 

We quote 
Philadelphia 


25 per cent 


from local jobbers’ stocks 
stvles ( and EF, also stvle K, 
Philadelphia, style A, 20 per 


Hardware Ave 
He 


cent; Riverside ball bearing, 16 in., 
each, net. 

Nails.—The shortage of nails is 
very acute, although small shipmen 
by L. C. L. freight are coming thro 
occasionally. The extreme scarcity of 
nails has not as yet affected the price 
quoted. 

We quote from local jobbers’ stoc!} 
Standard wire nails, $4.45 per keg ha 
coated wire nails, $5.50 to $6 per keg bas: 

Paper.—The scarcity in the building 
paper line still continues with no im 
mediate prospect of betterment. Prices 
quoted by jobbers remain as follows: 

We quote from local jobbers’ 
Barret’s No, 2 tarred felt, $5.05 per cw 
Zarret’s threaded felt, 500-ft. rolls, $2.45 
per roll; Slater’s felt, $1.68 per roll; N 
20 red rosin, 97c. per roll; No. 25 red rosir 
$1.20 per roll; No. 30 red rosin, $1.45 
roll, 


stoc} 


Rope.—Sales on rope remain steady, 
with price remaining same as last. No 
shortage has developed in this line as 
yet. 

We quote from 


Columbian manila 
Columbian sisal at 


jobbers’ 
at 29c. Ib 
lb. base. 


stock 


base 


local 
rope 
20e. 

Sandpaper.—The shortage of sand 
paper still exists as it has for some 
time past. Factories report a large 
amount of new business. Price shows 
no change. 

We quote from local jobbers’ stock 
First grade, No. 1 sandpaper, $6 per ream 
second grade No, 1 sandpaper, $5.40 
ream; Garnet No. 1 sandpaper $15 
ream. 


per 


per 


cord 
from 
slowly. 


Sash Cord.—Demand for sash 
still continues, with shipments 
factories being made very 
Prices as last. 

We 
Solid 
Ib, : 


jobbers’ stoc! 
No. 8, $1.17 per 
cord, 88c. per Ib 


from local 
sash cord 
grade sash 


quote 
cotton 
cheaper 

Sash Weights.—Because of demand 
for other castings and the high prices 
it is necessary to pay both for scrap 
and pig iron, foundries are very slow 
in filling orders for sash weights. In 
spite of this condition prices show no 
material change. We quote from job- 
bers’ stocks, $4 per cwt. in regular sizes. 


Steel Sheets.—The shortage of sheets 
in all gauges and sizes still continues, 
with no relief in sight. Jobbers’ stocks 
are very light, and they report very 
little material on the way from fac- 
tory. Price remains unchanged. 


jobbers’ stoc) 
and galvanized 


local 
base 


We 
Black 


sheets 


quote from 
sheets at $9 
at $10.50 base. 

Solder.—Price remains unchanged 
and local supply is sufficient to meet 
the demands at present. 


stoch 


We 
Half 


jobbers’ 
per lb. 


local 


i2c 


quote from 
and half solder 

Tacks.—Sales are running at normal, 
with a fair supply on hand to meet the 
demand. Prices show no change. 
stoc} 


We local jobbers’ 


American cut, 8 0z., 827. per doz.: 
carpet, & oz., S5e. per doz.; blued carpet 
§ 02z., 76c.; double point, 11 0z., 39'%c. per 
Ib 

Tin Plate.—The local supply is very 
low and with the present transportatior 
facilities will remain that way for some 
time. Prices, however, are holding 
steady as last quoted. 


quote from 
tinned 
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We quote from local jobbers’ stocks: 
urnace coke, ICL, 20 x 28, $20 per box; 
oofing tin, IC, 20 x 28, 8 Ib, coating, 
‘18.50 per box. 

Washers.—Sales are at normal 
prices remain as last reported. 
We quote from local 
',-in. wrought steel washer, 
b.; 1-in. 


b 


Wire Cloth.—Jobbers have had a 
very heavy demand for wire screen 
cloth, and many of the standard sizes 
are practically impossible to obtain. 
Despite this condition, orders are being 
filled subject to stock on hand at prices 
quoted last. 

We quote from local jobbers’ stocks: 


Black, 12 x 12 mesh, $2.50 per 100 sq. ft.; 
galvanized, 12 x 12 mesh, $3 per 100 sq. ft. 


Wire.—Wire of almost any descrip- 


and 


stocks: 
per 100 
per 100 


jobbers’ 
$9.40 
wrought steel washer, $9 


tion meets with ready sale in this mar- 
ket, as the more commonly used 
and kinds are so scarce. Considerable 
quantities are used in tying concrete 
forms, and the sizes used are very hard 
to find in the. cities. Prices show no 
change. 
We quote 


$1Zes 


from local jobbers’ stocks 
Black annealed wire, $4.20 per cwt gal- 
vanized annealed wire, $4.90 per cwt 
painted cattle wire, 80-rod spools, $3.73 
per spool; galvanized cattle wire, 80-rod 
spools, $4.28 per spool; painted hog wire, 
$0-rod spools, $4 per spool galvanized 
hog wire, 80-rod spools, $4.57 per spool. 

Wheelbarrows.—The call for wheel- 
barrows is rapidly increasing as spring 
work develops. 


We 
Fully 
tubular 
$81 per 


stocks 
aoz 
wood, 


jobbers’ 
$56 per 


garden, 


local 
tray, 
each 
each 


from 
wood 
$9.15 


or $7 


quote 

bolted, 
steel, 
doz., 


CINCINNATI 
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Office of HARDWARE 

Cincinnati, June 3, 

‘TP RAMEPORS S208 problems are 

still the bane of the hardware man’s 

existence, and while business is re- 

ported as very brisk, inability to get 

goods is having the effect of keeping 

sales below what they would be if nor- 
mal conditions prevailed. 

Wonderful sales are reported by 
dealers handling paints, caused no doubt 
by the fact that much of this work has 
been passed up during the war, and also 
by the fact that a great deal of moving 
from one house to another has been go- 
ing on this year, and the new tenant’s 
anxiety to have his home brightened 
up. The paint-up campaign, inaugurated 
by the Chamber of Commerce, and ably 
supported by hardware dealers, also 
contributed much to the volume of busi- 
ness in this line. 

Hardware dealers and jobbers han- 
dling automobile accessories also re- 
port business as picking up nicely after 
a short period of depression. Difficulty 
of securing certain accessories is be- 
ing encountered, though shipments from 
Eastern points managed to get through 
last week, about three months behind. 


Price advances reported during the 
week have been about on an average 
with those being received each week 
lately. Iwan post hole diggers have 
advanced 10 per cent; Valley Forge 
pocket cutlery, 10 per cent; pruning 
shears, 10 per cent; wrought washers, 
10 to 30 per cent; “Yankee” tools, 10 per 
cent, and wood wheelbarrows, 25 per 
cent. Rumors of an advance in all 
makes of spark plugs are also heard, 
but nothing definite has been received 
from the factories. 

One of the anomalies of transportaton 
conditions is shown by the fact that one 
jobber received during the week a car- 
load lot of goods shipped from New 
York on May 20, while another carload 
loaded three months ago for the same 
road has not yet left its factory siding 
tracks. 

New England manufacturers of sash 
lifts, which were very scarce up to now, 
are reported to be able to make ship- 


ments three days after orders are re- 
ceived. 

Axes.—The demand for axes is pick- 
ing up somewhat, and jobbers report it 
difficult to place orders with manufac- 
turers for the quantites they wish to 
buy. Prices are firm at the recent ad- 
vance. 
quoted doz. 

Alarm Clocks.— Jobbers report a 
great scarcity of alarm clocks, only be- 
ing able to secure about 50 per cent of 
their needs. The demand is holding 
steady, and prices are unchanged from 
those prevailing during the past month. 


Aluminum Ware.—No change is re- 
ported in aluminum ware. The demand 
for aluminum kitchen utensils continues 
brisk, and high prices seem to have no 
effect on _ retailers’ sales. Jobbers’ 
stocks are in fair shape, but deliveries 
from manufacturers show slight im- 
provement. 


Automobile Accessories.—The fine 
weather now prevailing has created a 
big demand for accessories, and business 
is greatly improved over the earlier part 
of the month of May. Rumors of an ad- 
vance in spark plugs by all manufac- 
turers are current, but nothing definite 
has been received. A loca) jobber dur- 
ing the week received a carload of 
bumpers, thus relieving to some extent 
the shortage in this line. So great is 
the demand for automobile horns for a 
popular make of car that jobbers are 
now having them shipped in by parcel 
post, which increases their cost about 10 
per cent, but this extra charge is being 
assimilated by the jobber in order that 
his customers may have the goods. The 
demand for motor car finishes continues 
good from owners of cars getting them 
in shape for the season’s pleasures. 

Barbed Wire.—The demand continues 
heavy, but no improvement is notice- 
able in deliveries. Prices are unchanged, 
jobbers quoting: 

Cattle wire, 6 in, 2 pt., 
spool; 4-pt., $4.65; 2-pt 
4-pt.. $4.95. 


Builders’ 


$4.35 per 80-rod 
hog wire, $4.65; 


Hardware.—Much of the 
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work being done in this city at the pres- 
ent time is repair work, though there 
are a number of houses of the more ex- 
pensive type being constructed. Build- 
ers’ hardware is reported as quiet, and 
it will likely remain so until prices of 
building materials come down. Deliv- 
eries from manufacturers show very lit- 
tle improvement, and continued high 
prices are also having some effect on 
sales. 

Carbon Drills —The demand for car- 
bon drills has eased up somewhat, and 
jobbers are now making efforts to 
their stocks in shape for better busi- 
ness when the present labor troubles 
are settled. Prices are unchanged. 

19 per cent off list 

Files.—The demand for files has also 
eased up, due no doubt to the fact that 
about 5000 mechanics in the metal work- 
ing industries are still on strike, and 
consequently some of the plants are 
running below their normal capacity. 
Stocks are in good shape to care for the 
demand. Prices are the same as quoted 
previously. 

Jobbers quote 


cent off list 


t 
get 


freezers are 
Job- 


iong awaited 


Freezers.—Ice cream 
commencing to move more 
bers have received the 
shipments from manufacturers, and are 
now in a pretty fair 
for the trade. 


freely. 


position to care 

Fly Traps and Swatters.—These are 
beginning to move with the approach 
of fly time, and stocks are reported to 
be in good shape to take care of de- 
mands from retailers. 

Eaves Trough and Conductor Pipe.— 
There is a great scarcity of both these 
items. Practically none is in 
here, but manufacturers are reported to 
be getting into a better position to take 
care of the needs of their customers. 
Jobbers are quoting, from badly de- 
pleted stocks, 60 per cent off list price 
on conductor pipe and 70 per cent off 
list on eaves trough. 


L 
stock 


Glass.—No change is noted in the 
situation as regards 
turers are still far behind ir 
and jobbers’ stocks are gettin 
each week until, 
they will have disappeared. Prices re- 
main the same, despite the short supply. 
Jobbers quote: Single strength A, 77 per 
ent off double strength A 
oft commercial putty 


c. Ib 


Manufac- 
de liv eries, 
lower 


giass. 


ie 
74 

as one jobber puts it, 
ri 


Galvanized Ware. 
ized ware remain the 
quoted. While there is 
shortage, it is by no means plentiful, 
and jobbers’ stocks, while in fairly good 
shape, are not what they would li 
have them. Jobbers quote: 


Galvanized ai eng 


Prices on galvan- 


Same as last 


not an actual 


+ 


ike to 


ralvaniz ub o $1 d 


$12.60 $16.6 


Garden Tools.—Recent price advances 
have not affected this item to any ex- 
tent, and retailers report business as 
very satisfactory. Jobbers report the 
demand for tools for fall work as pick- 
ing up nicely, with some lines, notably 
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scoops and shovels, as particularly dif- 
ficult to secure. 

Lawn Mowers.—Retailers report sales 
heavy, and if they keep up to the aver- 
age during the past two weeks their 
stocks will not begin to take care of 
the demand. While the season is prac- 
tically over as far as the jobbers are 
concerned, some of them have still a 
few mowers of the smaller and cheaper 
grade in stock, and it is extremely prob- 
able, with the heavy calls being made 
on them, that these will be disposed of 
during the summer. 

Mechanics’ Tools.—With the 
tinued idleness of machinists, due to a 
strike in some plants in this city, the 
demand for machinists’ tools has fallen 
off somewhat. Tools for mechanics in 
other trades, however, are steady sell- 
ers, and it is expected that things will 
be more brisk shortly, as the men get 
back to work in larger numbers. 

Machine Bolts, Nuts and Screws.— 
There is a heavy demand for small ma- 
chine bolts, and price cuts no figure 
providing jobbers have the goods. Job- 
bers report that it is now almost impos- 
sible to get smaller sized machine bolts 
from factories in less than four to five 
months. With regard to wood screws 
and stove bolts, conditions are even 
worse, five to six months’ delivery be- 
ing the best that can be secured. Dis- 
counts on semi-finished nuts have been 
changed since last reported. Some job- 
bers have a fair stock just at present, 
due to the fact that orders placed last 
December and January are now coming 
through. With the heavy demand, 
however, these are not expected to last 
very long, and a very acute shortage is 
feared. Jobbers quote: 

Machine bolts, both large al 
and 5 per cent off list 
sizes, 10 and 5 per ff 
50, 10 and 10 off: semi-finished 
and smaller, 35 and 10 off; larger 
and 10 off; lag screws, 30 and 1 
screws, 70 and 20 off 

Paints and Oils.—Retailers report tre- 
mendous business in paints and oils this 
season, so much so that factories are 
hard put to it to keep stores supplied. 
Many reasons are assigned for this ac- 
tivity, among them being the desire 
of new tenants in houses to make their 
homes attractive, and the result of the 
clean-up and paint-up campaign con- 
ducted by the Chamber of Commerce. 
The fact that very little painting had 
been done during the war period also 
contributed to the heavy volume of busi- 
ness this year. Quart sizes appear to 
be very popular this year, indicating 
the amount of home work being done by 
householders themselves. We quote: 

Acme Var-No-Lac combined varnish and 
stain, quart size, $1.05; pint, 57 Acme 
Boston prepared paint, quart, %%e pint 
54¢ Acme Vul-K-Lac, quart, 
54¢ 

Linseed oil, barrel lot $1.98 
9 gal. lots, $2.13. Turpentine, 
rels 62.25 gal.; 1 to 9 gal 
White and red lead, 1600 to 
15%c. tb.; 12%-lb. kegs, 16c. 

Oil Stoves.—There has been a good 
demand for oil stoves from campers 
and owners of summer homes through- 
out the country, and retailers report a 
brisk business in this line since the 


con- 


Carriage 


cent of 


oie 


AT pint 


gal 1 to 
ingle bar 
lots, $2.40 


300 Ib. kegs 


warmer weather set in. In connection 
with the camping season there has also 
been a good call for cooking utensils 
suitable for the purpose and use which 
they will receive. 

Rope.—The call for rope continues 
steady, and jobbers report their stocks 
as sufficient to take care of it. Prices 
are the same as ruling for some time 
past, though in one or two cases an ad- 
vance is noted. Jobbers quote: 


Full coil rope, 28c. to 


Ib. ; sisal, 


manila 30c. 
18 to 20c. 

The demand for rivets is re- 
ported as being less active than for 
some time past. Stocks, however, 
particularly in small sizes, are not in 
any too good shape, and increasing dif- 
ficulty is being experienced in getting 
manufacturers to take on_ business. 
Prices are unchanged, the customary 
discount by jobbers being 30 and 5 per 
off list. 

Roofing Paper.—Improvement noted 
n deliveries noted in last report ap- 
_ears to have been of a temporary na- 
ture, as jobbers report that orders 
placed many weeks ago have not yet 
arrived. Prices are the same as last 
quoted: 

Standard light, $1.90 per roll; medium, 
$2.20; heavy, $2.50. Holdfast, light, 
$2.10; medium, $2.50; heavy, $2.90. 


per 


Rivets.- 


cent 


Sash Cord.—No change in price is 
reported, though a scarcity exists in 
this line. This item is quiet, due no 
doubt to inactivity in new construction 
work. No. 7 braided sash cord is 
quoted at 90c. per lb. 

Sash Weights.—Stocks are in fairly 
good shape, this being possible by 
slackness in the building lines. Foun- 
dries are averse to making these small 
castings while they are so busy on 
heavy work, and for this reason it is 
almost impossible to place orders. 

Sash weights are quoted by jobbers 
at 4.25 per 100 lbs. 

Screen Doors.—These are moving 
fast these days. There have been a 
number of advances tacked on to screen 
doors recently, but jobbers have not 
marked up their goods, preferring to 
sell them at cost, as they figure prices 
are away out of proportion. A number 
of jobbers are contemplating closing 
out this line entirely. 

Steel Sheets.—These are particularly 
scarce, and local jobbers are not get- 
ting nearly the amount required to 
take care of their trade. Sheets are 
being picked up wherever they can be 
secured, and high prices are still be- 
ing paid, though not as high as prevail- 
ing some weeks ago. No. 28 black 
sheets are quoted at from 9 to 10c., and 
No. 28 galvanized at from 10% to 13c. 


Washers.— Advances Ranging any- 
where from 10 to 30 per cent have been 
received during the week from manu- 
facturers, but this is not being added 
to the jobbers’ prices, their advance be- 
ing only about 10 per cent on all lines. 


Jobber 200 Ib 
per ™%-in., 
%-in., 


Wire Cloth and Poultry Netting.— 


kegs, 
$6.50; 


quote: %-in. in 
keg; “-in $6.75: 


$6.30 and Y%W-in., $6.20 
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There is a big demand for wire e}vil 
and jobbers’ stocks are in poor shape 
to take care of it. The same applies to 
poultry netting. Shipments from mills 
show only slight improvement, and ji 
is predicted that there will be a sca: 
city of these items for some time 
come. 

Jobbers quote: Black painted wi 
cloth, 12-mesh, $2.50 per 100 sq. ft. 
Poultry netting, galvanized before ani! 
after weaving, 40 per cent discount. 

Wire Nails.—Slight improvement 
noted in deliveries of wire nails, though 
not nearly enough nails are being re 
ceived to take care of the demand. 
Prices on wire nails are still the same 
as those ruling previously, and there 
does not appear to be the same anx- 
iety to secure them regardless of price 
as was noticeable some weeks ago. The 
usual quotation on wire nails is $4.50 
per keg base, and $8 for cut nails. 


Wheel Barrows.—An advance of 25 
per cent on wooden wheel barrows was 
put into effect last week. Jobbers, how- 
ever, continue to quote the same prices 
as in effect for some time, with one 
asking an additional 10c. on each bar- 
row to enable him to make a slight 
profit on transactions. Prices on stee! 
tray barrows remain unchanged. 


New York Cutlery Market 
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fds local cutlery market is in all 
major aspects active, but the con- 
tinued shortage of goods and the trans- 


portation difficulties are hampering 
business to a very large extent. 

Carving sets are at the present time 
most largely in demand, followed close- 
ly by pocket knives of all kinds, safety 
razors, household knives and scissors 
and shears. 

A recent report issued by the Ameri- 
can Cutlery Bureau of Information 
states that cutlery exports are on a 
basis of $24,000,000 a year. “During 
the month of March,” says the report, 
“cutlery valued at $2,000,000 was ex- 
ported and the total export value of 
cutlery for the first eight months of 
the United States fiscal year has al- 
ready reached $8,675,000, which is $°,- 
620,000 over the figures of the same 
period of last year and nearly doubles 
the performance of the first eight 
months of the fiscal year 1918. The 
cutlery makers find it very difficult to 
fall in always with the demands of 
their foreign customers as they have 
their hands full to satisfy the growing 
demands of the home market. Every 
effort is made to increase the volum: 
of production until it is large enough 
to take care of the requirements of the 
domestic and the foreign markets.” 

Carving Sets.—Most of the 
dealers report that carving sets ar 
selling remarkably well this season and 
a number of them say that they have 
already placed their orders for fal! 
stocks because they apprehend a short 


loca 
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age. Jobbers complain because they 
are unable to get enough goods to sup- 
ply the demand. 


Carving Sets.—Set consisting of knife, 
fork and steel, 8-in. forged steel blade, pol- 
i stag handle, $3.25 per set. Three- 

-e set, 8-in. forged steel blade, ge nuine 

handles, sterling silver ferrules, $5.: 
Three-piece set, 9-in. forged steel 
blade, genuine stag, fancy sterling silver 
bolster, $7 per set. 

Table Knives and Forks.—Tempered steel 
blades, full tang, 3 rivets, no bolster, white 
bone handle, 4 prongs, $1.90 per doz. pieces. 
Polished tempered steel blade, metal cap 
and bolster, ebony handle, 4-pronged fork, 
3.25 per doz. pieces. Forged steel blade, 
celluloid handle, solid bolster, highly pol- 
ished, $6.25 per doz. pieces. 


Butcher and Kitchen Knives. — The 
demand for both of these lines is in- 
creasing. 


Kitchen Knives.—Tempered steel blades, 
full polished, assorted styles, with enam- 
eled handles, $1.05 per doz. Forged steel 
Hlades, assorted styles, ebonized handles, 
$1.30 per doz. Crucible steel blades, 34% 
in., assorted cocobolo, boxwood and ebony 
handles, brass rivets and burrs, $2.90 per 
doz. 

Butcher Knives. — Crucible steel blade, 
extra finish, cocobolo handle, 3 brass rivets 
and burrs, 6-in., $4.20 per doz.; T-in., $5.25 
per doz.; 8-in., $6.30 per doz. High- grade 
steel blades, scale tang, beech handle, 
6-in., $2.88 per doz.; 7-in., $3.67 per doz.; 
8-in., $4.20 per doz.; 10-in., $7.35 per doz. 


Pocket Knives.—The demand for 
both jack and pen knives continues 
very active. Jobbers report that they 
cannot get enough goods to even par- 
tially meet the local demand. Fac- 
tories are reported far behind on their 
regular production schedules. 


Standard American 2-bladed jack knife, 
34%4-in. length, stag handles, brass lined, 
electro silver shield, 2 steel bolsters, no 
cap, $11.50 per doz., with a discount of 5 
per cent for dozen lots or more. American 
jack knife, 3% in. long, stag handle, elec- 
tro silver bolsters and shield, brass lined, 
1 pen blade and 1 large clip, polished blade, 
$12.50 per doz., 5 per cent discount box 
lots. 

Boy Scout Knives.—Standard 
stag handles, brass lined, electro 
shield and shackle, contains punch, 
opener, cap lifter, screw driver and 1 
polished blade, 35 in. long, $19 per 
with a discount of 5 per cent for box 

Pen Knives.—Pearl handle, 2-bladed pen 
knife, 3% in. long, German silver shield, 
brass lined, $22 per doz. Pearl handle, 4- 
bladed pen knife, German silver tips, brass 
lined, German silver shield, 1 large blade, 
2 small pen blades, 1 nail file, $30 per doz. 


pattern 
silver 
can 
large 
doz., 
lots. 


Scissors and Shears.—lInterest is es- 
sentially firm in this line, but there is 
also a keenly felt shortage in many 
items. Cuticle scissors and small em- 
broidery scissors are especially in de- 
mand and hard to get. 

Trimmers. 
$11.58 per doz.; 
in., $22.37 per doz 
No. 136, 6-in., $13.58 
8-in., $17.16 per doz.; 
per doz. 

Manicure Scissors.—No. 573%, 
doz.; No. 574%, $18.15 per doe. 

Nail Scissors.—No. 66314, $17.20 per doz. 

Ladies’ Oval Pattern Scissors.—Three-in., 
$11.17 per doz.; 5-in., $13.17 per doz.; 6-in., 
$14.63 per doz. 

Flat Pattern Ladies’ Scissors.—Five-in., 
$12.63 per doz.; 6-in., $13.58 per doz. 

Pocket Scissors. —Three and one-half in., 
$12.10 per doz.; 6-in., $12.63 per doz. 


Japanned handles, 6-in., 
S-in., $14.53 per doz.; 10- 
Nie kel-plated trimmers, 
per doz.; No. 138, 
No. 130, 10-in., $26.63 


$17.20 per 


Razors.—Interest is not as keen in 
this line as in some of the others. 
Some local dealers claim that the rea- 
son is that prices are high and that 
there are so many moderate priced 
safety razors on the market. 


Razors.—Old style open blade type, with 
rubber handles, full hollow ground, %-Iin., 
SQ-in., %-in., $21 per doz. 1 eg arter 


hollow 
per doz 
y-in., $14 per 
Paper Hangers’ 


z-ih 
hottivn 
doz. 


54 -in., 
ground, ! 


™%-in., $18 
2-in., %%-in., 


ground, 
Half 


Knives.—Forged steel 
blade, 3% in. long, 1% in. wide, polished 
maple handle, 1 doz. in box, rea M4 $4.37 
per doz.; square, same, $4.37 per doz 
Forged steel blade, taper rolled, 3% in. 
long, 1% in. wide, square point, polished 
maple handle, 5.70 per doz 

Putty tudeeeodeliahed steel blade, 14 
in., brass ferrule, stained cherry handle, 1 
doz. in box, $1 per doz. Forged steel blade, 
tempered, cocobolo handle, 3 rivets in han- 
dle, metal bolster, stiff blade, 14% in. long, 
$5.20 per doz.; 2-in. blade, $7.15 per doz. 
Flexible handle, 114 in. long, $5.85 per doz.; 
2-in. blade, $7.80 per doz. 

Scraping Knives.—Saw steel ‘y 
in. long, 2 rivets, hardwood handles, $1.10 
per doz. Seraping Knives, forged steel 
blade, cocobolo handle, lap riveted, 
warranted, 3-in. blade, $9.20 per doz.; 4-in 
blade, $12.08 per doz 


blade, 3% 


bolster, 
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The past week or ten days has wit- 
nessed no reduction in prices for cut- 
lery. On the contrary, several ad- 
vances are recorded, among the more 
important being one of approximately 
10 per cent in pruners. The manufac- 
turers, in announcing the new prices, 
notified the jobbing trade that prices 
under all conditions are to be subject to 
those ruling at date of shipment, which 
is taken as an indication that a still 
further advance is anticipated. All 
trade should be guided accordingly. 
Some genuine French cook knives are 
being offered on this market at prices 
about 10 per cent under those quoted 
for American products of similar na- 
ture. The quality of the French offer- 
ings, however, compare unfavorably 
with American-made knives, and there- 
fore are not selling as freely as might 
be expected. Some of the safety razor 
concerns, notably the Penn and the 
Star, are pushing their goods in New 
England and meeting with considerable 
success. 


June 5 


No 


Sn'ps.—Tinner's No. 12, $1.21 each 
10, $1.95; No. 9, $2.13; No. 8, $2.40; No. 
$3.05. Dental snips, No. 0, $12.50 per doz.: 
No. 1, $13.70. Pocket snips, No. 13, $1.12 
each 

Sc’ssors.—Heinisch and Wiss, 
embroidery (two sharp points), 
list per doz.; 3%-in., $12 
Standard ladies’ (one round 
point), 4-in., 612.2 st 
$13.10; 6-in., $ , 
points), 4-in., 
$11.95; 5-in., $ 
$14.75 list per 
list per doz. 
doz. 

Shears.—High-z japanned, straight, 
6-in., $11 per o-in., $11.75; T-in 
$12.40; 7%-in., $ -in., 3.80; §$14-in., 
$14.50; 9-in., 3: » $21.25; 11l-in., 
$24.10; 12-in., 26 Nickel- 
plated, 1g-in., $13.90; 
7-in. ; S-in., $16.30 
8$%-in., Japanned bent 
trimmers, 10- in., 

li-in., $25.50 -in., $27.60 -in 
:: 59 a0, farber “rench 

%-in., $17.25 per doz 7-it $18 
in., $19.50: S-in $2 , 
shears, 12-in., $26 per 

Knives.—Butcher, beech handles 
ard makes, 6-in., $3.25 to $3.75 per 
7-in., $4.50: S8-in., $6: l-in., $8.50; 12 
$12. Ebony handle tandard makes, 6-in., 
$6 per doz.: 7-in., S-in., $ 10-in., 
$12.50; 12-in $15.5 

Pocket Knives. 
bolster and ield 
sizes, 910 to $ per 
kinds, bolster ! 
34-in., two bl 


Clippers.—Flexible 


standard 
3-in., $11.50 
f-in., $12.40 
and one sharp 
per doz 5 
(two ro. 


Nail, 


race 


pat 
4 


0 
‘ har 
doz -in., $32.90 


stand- 
doz 


-in 


two-blade cap 
lined, desirable 


desirabl 


Standard 
} 


brass 


doz 


horse lippers, No. 1, 
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$12.75; No. 2, list discount, 25 per 


Hair clippers, $1.25 to $3.75 each. 
Safety Razors.—Gillette, regular 
to $5.50; traveling $16 to $27, 
per cent discount; Auto-strop, regular sets, 
$5, less 25 per cent discount; Gem, $1 sets, 
98.40 in dozen and $9 in than dozen 
lots; Ever Ready sets, $8.40 in dozen lots 
and $9 in less than dozen lots Penn, 
standard sets, $1 and $5; vanity sets, $1; 
fancy up to $10; 3U per cent discount 
Safety Razor Blades.—Gem, in than 
lots, 35c. per set; in one lots, 
sc. per set; in three gross lots per 
Ever Ready, in than lots, 
2%c¢, per set; in six gross lots or more, 27 
per set. 


$16; cent. 
sets, $5 
sets, less 25 


less 


sets, 
less 
gross gZross 
sie. 
LToss 


set less 
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Chicago, June 
New York plaster of paris in barrel 
lots shot up with a jump from $4.75 to 
$6. Other prices are steady and with- 
out change. 
We 


Chicago 


f.o.b 
oil, 1 to 4 


and $2.07 


quote from jobbers’ stocks, 
Strictly pure linseed 
barrels one delivery, $2.05 
boiled per gal strictly 
turpentine, in barrels Py’ 
deg. denatured pi oe Ie 
per gal strictly pure 
brands, in single kegs 190-Ib kegs, 
Ib., 15 hae 50-lb. kegs, 15%c. per Ib.; 
b. kegs, 154 Ib 121,-lb. kegs 
Ib.: Ne ‘ork plaster of paris, in bar- 
laster of paris, in 
in barrels, 9%c 
ce (4-lb. goods) 
pure orange 
$6.80 


n barrels, 


spirits 


1H 


ins, 


Boston Paint Market 


Office of Hat 


cae 


IW ARE 
June 19290 

Many back orders hanging over the 
wholesale paint market have been 
filled during the past* week, inasmuch 
as several of the leading concerns have 
succeeded in getting through shipments 
frcm the manufacturers. The increased 
supplies came at a fortunate time, 
the more seasonable weather having 
brought out consumption buying. Some 
of the wholesale houses, after filling 
back orders, have a fairly good stock 
of scme sizes of containers, but only in 
colors not generally active. They have 
been assured by the manufacturers, 
however, that additional shipments are 
on the way to Boston, so a further eas- 
ing in the supply situation can ex- 
pected. 

Prices for mixed paints hold uf 
strongly notwithstanding the recent 
drop in turpentine and linseed oil quo- 
tations. It should be remembered, how- 
ever, that the manufacturers are pro- 
ducing paints with high priced mate- 
rials bought time so it will 
be several weeks, at before the 
drop in | reflec mixed 
materials. 

Dry Colors.—Local distributors are 
getting some English whiting in orig- 
inal packages, which is being resold at 
234,c. per Ib. Indications are that the 
peak in whiting prices has _ been 
reached, and it is general opinion that 
quotations on other dry 
more likely to decline than 
hereafter 


be 


some ago, 
least, 


ted 


nseed is 


will be 


to advance 


colors 


Prices. in less than barre 
bers’ stocks, per Ilb., are rep 
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but unchanged, as follows (figures in 
cents): 
Whiting ..... 256-3 BiOmMNM. occ ccis 18-22 
LONE 6 dre Ge ees 3 Metallic brown..,. 4 
TPO MING 2k vvcicses 15 Yellow ochre.....3% 
Lamp black, bulk.18 Venetian red...... 3 
Lamp black, pkgs.22 Ultramarine blue..26 
a 10-12 IP. green, pkgs.... 48 
Glue.—Ground glue has been ad- 


vanced 2c. to 20c. by wholesale houses, 
following a corresponding revision in 
manufacturers’ lists. Prices for other 
kinds of glue are unchanged. 


Glue, Ib. ; 
per Ib.; per 


ground, 
clear 


plate, 
Ib 


20e per 300e 


bonnet, 37e. 

Lead.—Dealers who anticipated a 
tremendous demand for lead are some- 
what disappointed. The consumptive 
demand hardly normal and in view 
of the recent reduction in prices by the 
American Smelting & Refining Co., 
some houses that stocked up heavily 
are beginning to grow a little uneasy. 


is 


Jobbing quotations on lead, in 121%, 25 
and 50 and 100-lb. kegs, follow (figures in 
cents): 

1214 1b. 25-50 Ib. 100 Ib. 
White, oil 16 15% 15% 
White, dry 16 15% 15% 
Red, oil.. 161% 16% 16 
Red, dry 16 15% 151 
Oils, Ete—The feature of this de- 


partment of the paint market has been 


the acute weakness of _ turpentine, 
which is %35c. per gallon cheaper than 
it was a week ago. Even at to-day’s 


prices the demand is quiet, consumers 
buying in a hand-to-mouth way. With 
the demand quiet and receipts steadily 





increasing, which makes for an accu- 
mulation, the paint trade is predicting 
a still further drop in the market. Lin- 
seed oil is 7c. per gallon cheaper than 
it was. last week. Crushers report 
business as quiet. In the meantime 
seed is coming in freely from South 
America, and some grinders are appre- 
hensive regarding future prices. 


Local jobbers’ prices on oils, ete., per 
gallon, follow 

Oils: Alcohol, ete.: 
Castor ....:+»$2.30 Denatured ..... $1.11 
SVHMGCr:. . sce “20 WOE .6swes nominal 
Pere re 2.00 Gasoline 37-. 40 
Linseed 2.40. Aue 6(emmne ..... -.40 
Neatsfoot 1.85 Turpentine .... "2/90 

Shellac—The market for shellac 


gums is weaker. The decline in prices 
is reflected in those quoted for shellac 
varnishes, which are on an average 
25ce. per gallon lower. 


Twin Cities Paint Market 


St. Paul and Minneapolis, 
June 5, 1920. 
Retail sales have been very active 
during the week, brought about by the 
warm weather and the recent “Clean 
Up and Paint Up” campaign. On ac- 
count of the lateness of the season, the 


weather having been comparatively 
cocl until recently, it is expected that 
the sales of, paint and oils during June 
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will be very satisfactory. The market 
has remained steady. 

Mixed Paint.—Mixed paint is holding 
steady at last quotation. Sales are 
mounting rapidly and the marked in- 
crease of ready mixed paints over lin- 
seed oil and white lead combination 
compared to the consumption of these 
two commodities in past years is easily 
noticed, 


We quote from 
First grade house paint, $4 per gal.; sec- 
ond grade house paint, $2.60 per gal. 

White Lead.—Prices are still holding 
steady as last quoted, with sales at a 
comparatively low point. 

We quote from 
Red Seal White 
per 100, with 
size of package 


local jobbers’ stocks: 


local jobbers’ stocks: 
Lead in 100-lb. kegs, $13.61 
the usual differentials for 
and quantity. 

Turpentine.—Turpentine has taken a 
decided drop since last reports, in spite 
of an actual local shortage of supply. 
Price last quoted, $2.43. 

from local jobbers’ stocks: 
in barrel lots, $2.19 per gal. 


We quote 
Turpentine, 


Shellac.—Scarcity of this item still 


continues and sales fairly active. No 
price changes. 

We quote from loc al jobbers’ stocks: 
Orange shellac at $6.35 per gal. in barrel 
lots; white shellac at $6.85 per gal. in 
barrel lots. 

Linseed Oil.—There has been no 


change in price of linseed oil, although 
sales have been very active during the 
past week. 


Paint material prices as quoted in New York—June 10, 1920 


Animal, Fish and Vege- Cobalt, Oxide, per Ib......nominal In Oil White, less than Brown, ae, low 
table Oils— Whiting............. per 100 Ib 500 Ib., per 100 Ib........ -15.50 grades .............16.00@— 
Seenit: tg eneae® GOMTIREOIRE 6/o s6seeu,. ce 1.25@1.35 500 lb. up to 2000 Ib. per conan, No. 40, bulk. ..5.20@5.50 
lots : 1.73@ Gilbane. cooks cccces 1.25@1.25 BE, obser bused enes canta 13.95 Green, Chrome, ordinary 
City, five-bbl. lots... 1.70@ Ex. Gilders ......... 1.40@1.45 2000 ». Aw to 10,000 Ib. per 11@14 
Out-of-town, five-bbl. 100 Ib. .....- eeeeee eevee 3.61 Green, Chrome, Light..... es 
lots and over.. 1.72@— Putty Commercial 10,900. up to 30,000 Ib., per Medium ............ 40@60 
Boiled, 2¢ per ‘gal advance on — UG op vbeeeceeeeves ee 18.12 Metallic Paint, bf ton 
Raw. b sti Be ; Carload, minimum, 15 tons Brown ..... 82. 00@36.00 
Lard, prime, winter, edible in bs nay aha bal —— per 100 Ib. wees esses + 12.98 SN nse sees -85.00@ 40.00 
bbls., per gal....... 1.90@2.00 PR GUS: cca ctasenvs 4.50@— Sidi: ‘memes acne Ochre, Medium, es ton. 80.00 40.00 
Cutten cenh Siade In 1 Ib to 5 Ib tins.....6.00@7.35 ee ee eee American Golden, @ Ib. 24%4— 
Se 15.50@16.00 Steel Kegs, per 100 Ib. 7 Foreign, Golden # Ib.. AMOS 
Spirits Tarpentine— « renc a RAGE) cee ed 51 
Yellow Summer Spirits T tf 5 or A ~ % @5% 
Prime, bbl. +++. .19.00@19.50 @ gal. 500 lb. up to 2000 Ib...... 13.95 Orange, Mineral English, 
Tallow, Acidiess, car In Machine bblis........$2.35@2.50 2000 Ib. up to 10,000 Ib. ~— French —- 
, : , ' WR Ss ashelteeeccdage 
lote in bbl. ae 1.60 Gini Ghent: 10,000 Ib. up to 30,000 Ib., American 11.25.6500 15% @16% 
—— — oi ® Ib. een 18.12 Red, Indian 
Sather f.o.b. Fac- ° coos, PC eee nominal Carload, minimum, 15 tons, American @ 100 Ib....... 14@16 
ape aesiedliane 85@ Fine Orange .......... 1.25 ZA D 12.98 Red, Tuscan ....25@80 
Light Pressed ......... 118@ Medium Orange ........-.. nominal sine, Dry— Red, Venetia. a 100 Ibs.2 2%@5 
vetlow Bisacted 20@ OG. Bh WOE scisesceness 1.20 Red Seal (French proc.) keer 28@40 
White Bleached PE, pew als ea nbe ecw bs -Dominal 11%@11% Sienna, Italian, burnt 
Winter ..+...- 1.22@ — ere — Green 81. (French proc. ) stellt aa cng ceee as 6% ae. 
€ A 
mnt Cates ie. PEO METS Cr re eee 2 12 12 eee 5@6 
mestic, bbl. per Ib...18%@ v s. Pennies occcee sO = nes ree gee) aniline "a rt 
. , : : WO seh eveee needs 5@6 
Cochin Imported, spot..... nominal = 9@u 
eee eee Sas Colors in O11 oe. cident 18% @18% American, Raw ........ 2%@3 
Cod, Domestic, Prime. .$1.23@1.25 Black American, Burnt and bow 
De, SR ccccesies - 40@45 5 p. c. lead sulphate..9 @9% dered 3%@4 
Newfoundland, in bbl.. 1.28@1.30 Black, Coach, Japan.... 28@40 10 p. ¢. lead sulphate..8%@9% Talc. me Aad teh aah 
— Refined, bbl., 100 eomeex Black in oil........ ++. 82@36 20 p. c. lead sulphate. .8%@9 American, per ton. $20. orate. 00 
ns se agp hin a are Drop Black ....... «++. 82@36 35 p. c. lead sulphate..8% @9% Italian ........ ee - nominal 
orpoise body ......+-.... 0 Blue, Chinese .... 1.00@1.10 Terra Alba. 
re one e¢ 2.80@2.0 F co oad ; 
Rede snbesacavasia wea. Blue, Prusien ......-0 1.00@1.10 See Cana —— -@ 100 bb. .sominal 
Neatsfoot, Prime 1 50@1.60 ® ib. English ® 100 Ib i 
, ae Blue, Ultramarine ..... 40@50 ae : 5 a aia ae a » mousinal 
Palm, Lagos, spot per lb.124%,@12% Black, Carbon Gas....... 15 @30 American 
French Ochre is 18@22% » 8 100 Ib. No. 1 
Soya Bean, bbl. Ib.....17%4%@18 esas ah m rewes * cd Black, Bone powdered.... 5%@10 1.25@— 
Miscellaneous ee, P as nani snes Black, Drop ....+++..... 6 @15 American, © 160 0. Ne. 8 
, 2 Peewee Shab e rp ees 0@75 Black, Lamp ..... vdeo 15 @45 1.00@— 
Barytes: Pere ee 35@39 Black, Ivory 16 @30 Umber, Turkey, Burnt 
White, Foreign, per ton. .nominal Venetian Red ......... 16@18 Mineral Blac ne ae pee sg aie , and powdered ..... -. 5@6 
Domestic prime, Sienna Burnt .......... 30@32 eee er eee Raw and powdered...... nominal 
white floated, Umber, B 28030 Blue, Celestial ......... 12@25 Burnt, American ..... 5% @4 
MD ois oue's 00% $34.00@36.00 pmber, Raw --0++.++0 @: Blue, Chinese ......... 1.00@1.05 Raw lumps ..... ++ eee. nominal 
Off color, in bags Umber, Burnt ...... . 28@30 Blue, Prussian, Domestic.1.00@1.03 RAW ..cecccee seeeee& @S 
soevceee ead. O0@ 26.00 Chrome Yellc 3 88@45 , ’ . @1.05 ra : 
per ton @26 WH scccccee @t Yellow, Chrome, Pune. 45@85 
lk, English cor ton noatienl Blue, Prussian, Foreign... .nominal ” 
Ona! oo oe SS aon aoe White and Red Lead, — flue, Soluble 1. 1.05@1.10 gg Bn Bemaette, 14618 
Bin “a oc Pi beeneve 
Okina, Clay, Imported, - Cents ® Ib. Blue, Ultramarine, bbl... 15@45 Vermilion, Quick Silver 
CS 18.00@25.00 Lead, American White Brown, Spanish, high English ........... 1.65Q@— 
ee 15.00 @ 20.00 PO er. 15% grades, per ton.....24.00@— Chinese skswehleo hea cat tiaae 
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We quote from local 
Linseed oil in barrel lots: 
gal.; boiled, $1.97 per gal. 


Denatured Alcohol. — Although a 
smaller quantity of this material is 
being used there has been an advance 
in the jobbing price. 

We quote from local jobbers’ stocks: 
panes alcohol, in barrel lots, $1.20 per 
gal, 


jobbers’ stocks: 
Raw, $1.95 per 


Cleveland Paint Market 


Office of HARDWARE AGE, 
Cleveland, June 5, 1920 

There is still a scarcity of paints 
because manufacturers are being de- 
layed in getting raw material and can- 
not ship out their product promptly. 
An advance of from 10 to 50 per cent 
on the lists has been made on oil and 
coach colors ground in oil and japan. 
Manufacturers have announced new 
differentials in prices on mixed paints, 
floor paints and inside enamels in 
smaller than gallon cans. This advance 
over gallon prices is 15c. on ¥, gallon 
cans, 30c. on % gallon cans, 60c. on 4 
gallon cans and $1.20 on 1/16 gallon 
cans. Prices on mixed paints are un- 
changed. 

We quote best quality mixed paints from 


local jobbers’ stocks at $4 per gal. for color 
5 for white. 


and $4.25 
Linseed Oil.—The linseed oil market 
is active and while shipments are slow 
jobbers have a fair supply. Prices are 
unchanged. 
We quote linseed oil from jobbers’ stocks 


at $2 per gal. for raw oil and $2.02 for 
boiled oil. 

Turpentine.—Turpentine is moving 
well and the supply is scarce. Prices 
are unchanged. . 

Jobbers quote turpentine at $2.51 per 


gal, in barrel lots. 

White Lead.—The shortage of white 
lead continues acute, this being due to 
the transportation situation and the 
fact that manufacturers are behind in 
filling orders. Local jobbers’ stocks 
are nearly exhausted and painters are 
scouring retail stores for supplies. 

We quote 15%e 
in 100-Ib 


white lead at per Ilb., 


kegs. 


Washington Letter 
(Continued from page 101) 


Section 5 also provides that current 
decisions of the Treasury Department 
which are not required by opinion of 
the Attorney General or court decision 
shall not be retroactive. 

Section 6 of the new bill simplifies 
the exemptions from income surtaxes 
authorized by the several Liberty bond 
acts which are highly complex and 
which are responsible for the most in- 
tricate schedule of the return which 
the individual income taxpayer is re- 
quired to fill out. This provision grants 
to taxpayers an exemption from grad- 
uated additional income taxes and ex- 
cess-profits and war-profits taxation un 
til the expiration of two years after 
the date of the termination of the war 
between the United States and the Ger 
man Government, as fixed by proclama 


tion of the President, on $125,000 ag- 
gregate principal amount and for three 
years more on $50,000 aggregate prin- 
cipal amount. 

These exemption are in addition to 
the exemptions of all Liberty bonds 
from the normal income taxes and in 
addition to the exemption of not to ex- 
ceed $5,000 principal amount allowed to 
all taxpayers; but in lieu of all other 
exemptions. 

When this bill becomes a law you will 
be able to figure your Liberty bond in- 
terest income without resorting to 
spherical trigonometry and a table of 
logarithms. 


Catering to House Furnishers 
(Continued from page 97) 


of sales and advertising, that the 
best of results can be secured. 

That harmony of the working 
force be maintained and the morale 
of the whole establishment kept up 
through hearty appreciation of good 
work done. 

That improvements and inventions 
in house furnishing supplies shall 
be studied at all times, in order that 
thos¢ou's pwehasing new and expensive 
equipment shall be properly in- 
structed. and shall not suffer disap- 
pointment, thus preventing further 
sales. 

It would seem as though these 
were a lot of things to keep in mind, 
and yet each one dovetails into the 
other, making a department which 
is profitable for the store of which 
it is an integral part, and a matter 
of pride to the public as well. 


Will Not Carry Itself 


There are those who have the mis- 
taken idea that once a house furnish- 
ing department is nicely started, 
that its own momentum will carry 
it forward from that time forth. 
This is not necessarily the case. 
Here as elsewhere the right man- 
agement and skillful leadership are 
very necessary in these days of 
swiftly changing conditions. Once 
merchandising was just plain mer- 
chandising, the same that “Pigs is 
Pigs.” Today it is different. Prices 
are higher. Those who buy want the 
best and are willing to pay for it. 
They spend money more thought- 
fully for goods of this character, 
and expect all-around satisfaction in 
return. 


About 300 delegates to the National 
Editorial Association, which held a con 
vention in Boston last week, were the 
guests of the Plymouth Cordage Co. 
Plymouth, Mass. After a lunch served 
at the plant the guests inspected the 
works. The delegates visited other 
Plymouth attractions. 
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Making Phonographs Profitable 
(Continued from page 86) 


sell that develops trouble. It insures 
a more satisfied customer and brings 
them in for more records. 


Attracts Many Customers 


Selling phonographs and records 
is pleasant as well as profitable; the 
lively dance numbers, sacred and 
popular songs and the really high 
class music all combine to attract 
and hold the customer’s attention. 
The music also attracts customers 
from other departments who often 
come into this department to hear 
some record which appeals to them. 

With the wonderful improvements 
in cabinet designs, and the fact that 
the world’s greatest artists now 
make records, the talking machine 
has now reached its rightful posi- 
tion, that of a high-class musical in- 
strument, and is no longer looked on 
as the toy and joke of former years. 
Its extensive use in public and pri- 
vate schools brings it to the chil- 
dren’s attention and they are often 
a big factor in the purchase of a 
machine and records for their home. 

Nearly all high grade talking ma- 
chines are sold under restricted 
price agreements, and while this 
practice has been held invalid by the 
courts, we find the majority of deal- 
ers still feel in honor bound to main- 
tain prices. The writer is highly in 
favor of this way of selling—it puts 
you on your mettle—you know your 
competitor has no advantages to offer 
and no better price than you have. 
Thus it simmers down to salesman- 
ship. This has caused us some trou- 
ble also as we do a large jobbing 
business in addition to retailing and 
many of our jobbing customers nat- 
urally expect concessions, when they 
purchase a machine for their own 
home. To these customers, we ex- 
plain fully our position in this re- 
spect and with a little diplomacy 
usually close the sale. 

We cannot see any legitimate rea- 
son why any hardware store should 
not sell talking machines and records 
providing they have the necessary 
space and capital. But get the best 
line you can secure, and give some- 
one charge of this department who 
is really interested and will put the 
necessary “pep” and “effort” 
of it to make it a success. 


back 


Y. & made 
steel 


manage} 

department, Stanley Works, New Brit 
ain, Conn. R.C. Germond succeeds M) 
Chamberlain as superintendent of de 
partments 100 and 200 


been 


Chamberlain has 


of sales and production, 
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The Sales Advantages of Oil 
Stoves 
‘ (Continued from page 90) 


to-day, they remember our interest 
in calling their attention to such a 
substantial saving. 

This was only the beginning of our 
1920 oil stove campaign—only the 
first gun of the Big Drive—at the 
present writing we have had two 
good-sized re-orders from the fac- 
tory and have a third in for imme- 
diate shipment right now, and every- 
thing points to an unusually success- 
ful season. In order to meet the de- 
mand for each type of oil cook stove, 
we stock the four different types- 
the wick stove, the wick and burner, 
the automatic with asbestos kindler 
and the wickless vapor type that 
positively insures a model to suit any 
inquirer. The last two mentioned 
types afford a very satisfactory 
equivalent for the city gas range, and 
when a hardware merchant can offer 
such a convenience to the farmer who 
has long since despaired of getting 
sufficient help to lay in his own sup- 
ply of wood, the chances are decid- 
edly in favor of making 1920 a ban- 
ner year in increased oil stove sales. 

Here is a suggestion to the smaller 
town merchant, with a large rural 


trade: The very scarcity of farm 
help plays into the hands of the 
hardware man, if he brings this 


fact out forcibly in his sales talk. 
Coal is expensive and difficult to 
obtain; wood may be plentiful on 
the farm wood lot, but help is so 
scarce that it might as well be in the 
Fiji Islands as on the farm. Just 
drive these points home—the farmer 
can always keep a few gallons of oil 
ahead in a five-gallon can—keep 
two cans, one for use and one as a 
reserve. Here is a supply which will 
last for weeks and can be replen- 
ished at any trip to town and at a 
comparatively small cost. The aver- 
age farmer can’t help but admit the 
practical advantage of the oil stove, 
and herein lies many a sale with us. 


Knowing the Oil Stove 


Perhaps the most important thing 
in selling oil cook stoves is to know 
them thoroughly. Don’t be satisfied 
with reading up the good points of 
the stove you sell in the manufac- 
turer’s sales manual—we do not dis- 
parage this sales literature, but a 
first hand experience on the part of 
the hardware salesman can beget an 
infinitely greater and more forceful 
enthusiasm for making a sale. It 
happens that the writer has had an 
oil stove in his home for six years 


most of the time it has been used 


throughout the year, and such prac- 
tical experience will naturally give a 
definitely outlined sales talk. It will 
tell how long a time is required to 
boil coffee from cold water to the 
boiling point; it will tell how long 
a gallon of oil will last when used 
regularly for cooking; it will tell 
how long the burner will develop a 
blue flame after the oil supply is 
turned off. All of these are inter- 
esting features to a prospective cus- 
tomer, and the personal experience 
will give the salesman definite state- 
ments. Of course, you can’t have 
three or four different kinds of oil 
stoves in your kitchen at home, but 
you can learn many things about 
them by getting demonstrations and 
selling points from the factory sales- 
men, when they call on you and you 
can try them out in private demon- 
strations and tests among your store 
salesmen until they can carry a dem- 
onstration through just as well as 
the factory representative. 

Know your stove well before you 
try to make a single sale, be pre- 
pared to meet any inquiry or objec- 
tion regarding the constmetiotiyn or 
operation of the stove you are sell- 
ing. Many a perfectly good sale 
may be lost through some little care- 
less detail on the part of the dem- 
onstrator. For example, a wick may 
stick because it iS uneven, or a 
burner may smoke because it has not 
been previously burned off and lev- 
eled. 


A Model of Each Kind 


Keep a model of each kind on your 
floor, permanently for demonstra- 
tion. On a good sales day such as 
Saturday, you will find attention is 
drawn to your stove if you will light 
one btrner and place a, teakettle of 
water on it; keep this at the boiling 
point and the stove near the door. 
A somewhat striking, although not 


original experiment, is to tie the 
teakettle with a cord or wire from 
the ceiling, leaving it suspended 


about eight or ten inches above the 
stove, and when your burners are 
well under way, you will find that 
sufficient heat is developed to boil 
the teakettle suspended in the air, 
as it is. It gets attention every time. 


We heard all kinds of preparedness . 


during the war, but this same old 
war cry is a particularly apt one in 
relation to promoting oil cook stove 
sales right now. Don’t let a pros- 
pect leave your store before the idea 
of an early purchase is fully instilled 
in her mind. Deliveries are slow, 
prices are liable to advance and if 
your prospect waits until midsum- 
mer, chances are that she will either 
be disappointed in getting one at all, 
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or she will pay the higher price of « 
possible advance or two by that tim« 

This is an old story, but a true on¢ 

and we can point back to a large 
number of customers who took ou: 
advice in the winter months and are 
now enjoying the use of their oil 
cook stoves delivered to them at the 
old price. Mr. Hardware Merchant, 
if you want to increase your sales in 
this profitable line, just put into 
practice some of the suggestions we 
have tried to present and at the end 
of the year, you will be one of the 
contented ones who have listened to 
the merry song of the cash register, 
with a glad feeling toward the King 
of the Oil Barrel. 


“Getting Personal” in Letters 
(Continued from page 92) 


lar letter. We sense its absence, and 
our interest has to be intrigued by 
other means. 

The circular letter used locally, as 
Valentine of the Wilson Hardware 
Co. uses it, does have a personal fla- 
vor. It has it, even before Valentine 
adds to the effect by talking about 
local people. The addressees know 
Valentine; Valentine knows them. 
He talks to somebody he knows, con- 
sidered as a group. Naturally cus- 
tomers and prospective customers 
read his letters. 

Local circular letters of this type 
are going to be widely and heavily 
used in the future, as fast as retail 
merchants realize the effectiveness 
of the device, and the comparative 
ease with which it is capitalized. 
Naturally, such business-building 
letters have added value in those 
numerous localities where they have 
never before been used. 


TRADE NOTES 


The Norwalk Hardware Co., Nor- 
walk, Conn., plans to enlarge its quar- 
ters this month to include an adjoining 
store. 


John E. Jordan, Plymouth, Mass., 
has sold his hardware business to 
George E. Mabbett and Samuel A. 
Graeff of Plymouth and A. A. Hastings 
of Boston. 


The Carpenter-Morton Co., Boston, 
paints, on June 12, will celebrate the 
eightieth anniversary of its founding. 

The Greenfield Tap & Die Corp, 
Greenfield, Mass., has acquired all of 
the common stock of the Lincoln Twist 
Drill Co., Taunton, Mass. This ac 
quisition gives the Greenfield company 
a complete line of taps, dies, reamer: 
and twist drills. 


The new Buffalo factory will give th 
company more space and larger equip 
ment than the Brooklyn plant afforded 
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This is the sixth advertise- 
ment in the big McKinney 
National Campaign. It ap- 
pears in the June 12th issue 
of The Literary Digest and 
the May 29th issue of The 
Saturday Evening Post. In 
these two powerful publica- 
tions it will reach more than 
9,000,000 readers. At the 
same time other full page ad- 
vertisements appear in the 
Architects’ and Builders’ 
Magazines. These impress 
the big class of hinge buyers 
with the importance of using 
standard hinges and butts— 
those stamped with the name 
“McKinney.” Make this 
advertising work for you. 


don’t overlook a proper selection of hinge 
-Remember hinges make doors’ possibl 
Me a Hinges—better doors! 
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The Big Season— 


This is an important time of the 
year for hinge selling. New build- 
ings are in progress—almost ready 
to swing into active use. The ques- 
tion of hinges is a timely one. 
So is the McKinney Advertisement 
reproduced above. 


McKINNEY MANUFACTURING CO.,, Pittsburgh 


McKinney Hinges and Butts 
have been on the market for fifty 
years. They are the standards. A 
big National Advertising Campaign 
has impressed this fact upon the 
nation. Be sure you are ready to 
talk McKinney to your customers. 


WESTERN OFFICE, State-Lake Bldg., Chicago 


Export Representation 


Also manufacturers of 
McKinney garage and 
farm building door- 
hardware, furniture 
hardware and McKin- 
ney One-Man Trucks. 


MCKINNEY 
Hinges and Butts 














Products Being 


Casey Vehicles for Children 


The Keystone Lantern Co., Philadel- 
phia, Pa., offer two new models of ve- 
hicles for ghildren, known as the Kido- 
Bike and the Casey Hand Car. 

The Kido-Bike combines the features 
of the walking car and the pedal-pro- 
pelled velocipide. It is built of rein- 
forced steel and fitted with wire wheels. 
The front wheel measures 9 inches in 
diameter, and the rear wheels measure 
7 inches. All wheels are equipped with 
% inch rubber tires. The frame and 
wheels are finished in black Japan and 

















baked. The frame and fork are 
Kido-Bike 
striped. The handle bar is lined and 


fitted with black enameled wood grips. 
The seat board is 11 inches in length, 
and measures 7 inches at the widest 
part. It is like a saddle in shape and 
is enameled red and decorated. The 
length of the entire toy is 23 inches. 

The Kido-Bikes are shipped six in a 
box, knocked down. 

The Casey Hand Car is made in 
three sizes and in three grades. The 
difference in the grades is found in the 
finish. One grade has the handle grips 
and the seat boards finished in natural 
wood color, the latter decorated. The 
propelling handle frame and gears en- 
ameled dark maroon and striped with 
silver. Another model has black en- 
ameled handle grips, with seat board 
enameled green and decorated. The 
propelling handle and wheels are en- 
ameled. The third model also has black 


enameled handle grips but the seat 
board and wheels are enameled bright 
red. The former is decorated. The 

















Hand Car 


propelling handle, frame and gears are 
enameled black and striped. 
All models of the hand car come 
packed one to a fiber box or crate. 
The sizes in all three models are in 
length 30, 36 and 40 inches. 


Home Savings Banks 


The Stronghart Co., Chicago, offer a 
very interesting and broad line of 
banks for home saving.’ 

All models are constructed entirely 





Lux Model Bank 


of metal, and are equipped with a pat- 
ented coin slot, which it is claimed will 
not permit, a coin once inserted to be 
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’ 

removed, by shaking the bank. The 
bank must be unlocked with a key. 

Two models particularly interesting 
to children, are the Scout Hat and Bul- 
let banks, built in exact duplication of 
the real articles, from which the names 
were taken. These styles have the coat 
of arms of the United States mounted 
on the side. One model has the Liberty 
Bell lithographed on top and another 
the Capitol building at Washington. 
Other models have appropriate thrift 
and saving legends stamped on top. 

The Lux model shown in the illustra- 
tion is a sample of the general con- 
struction and make up of the line. 
Some of the banks are round instead 
of oblong as shown. 

Upon request the manufacturer will 
send a circular describing the complete 
line. 


Strauss Aero-Racer 
A new toy novelty is ‘offered by the 
Ferdinand Strauss, Inc., New York, in 
the form of a miniature aeroplane. 
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Aero-Racer 


This new toy is called the Aero-Racer 
and is propelled by a rubber band 
motor. 

It has been the aim of the manufac 
turer to make this novelty as realistic 
as possible. The finish and wing de 
coration, suggest the markings of a 
really truly war plane. The rubber 
bands are wound by the little crank 
that extends from the hub of the pro 
peller. As the bands unwind the pro 
peller revolves very rapidly. 
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Think of the Homes 


in Your 
Community! 


HINK of the doorways in 
those homes. Think of the 
high reputation for val- 
uable suggestion and the won- 
derful business prestige you can 
build up; think of the beauty, 
convenience and economy you 
can impart to those homes, by 
putting into their doorways 


RICHARDS-—WILCOX 
SLIDING HOUSE DOOR HANGERS 


The dining-room doorway in the illustration is only one example of a 
happy application of R-W House Door Hangers. 








Closed, this doorway gives the artistic appearance of French doors. Note 
how the glass paneling harmonizes with the glass paneling of the cabinet 
doors. 


Open, the door is out of the way and out of sight. Imagine what an ob- 
struction an open swinging door would be on this doorway. 

— alabama E | The pantry door illustrated is another 

SS | example of a difficult problem solved by 


R-W House Door Hardware. 


There are others; closet doors—parlor 
doors—hall doors. 








A direct mailing campaign on R-W 
House Door Hangers among the builders, 
architects and home owners in your com- 
munity would be profitable to you. 


We will furnish you illustration inserts 
and suggestions. 
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New J.K. Lever Pump 


A pound a stroke and a stroke a 
second or sixty pounds in sixty seconds 
is claim made by the Mor-Air Auto 
Pump Co., Naperville, Ill., for their 
new hand operated J. K. Lever Pump. 

















Showing J. K. Lever Pump Folded 
and Ready for Use. Handle not 
Shown in Full in Lower Picture 


It is said to be capable of forcing air 
against a pressure of over 250 pounds, 
as it is operated on the principle of 
leverage, developing increased power 
and increased leverage with each 
stroke, effecting at the same time a 
saving of personal effort. 

The pump is constructed entirely of 
pressed steel and has no stuffing box. 
A steel plunger with heavy cup leather 
are the only parts in the compression 
cylinder. The cylinder is short and it 


is claimed that the friction is nominal, 
but that the pump will not heat. 

The pump folds up and will fit in any 
tool box. 


Trex Tire Tool 


To save time, tempers and tires, 
when removing shoes from split rims, 
the Trexler Co., 1418 Walnut Street, 
Philadelphia, Pa., offers the Trex Tire 
Tool. 

The method of use is clearly shown 
in the accompanying illustration, the 





Trex Tire Tool 


principle of operation is like “jacking.” 


The tool grips, with its steel jaws, the 
rim, and draws one end in, thus allow- 
ing ready removal of the tire. To re- 
place the rim in a tire, the application 
is reversed so that the rim is pressed 
back into place. The maker claims 
that the tool will not in any way in- 
jure the rim, or the tire. 

It is also claimed that rusted or 
twisted rims offer no problem with the 
use of the Trex Tool. 


Wilsons Slapatch 


As a friend when in need, to be car- 
ried in the autoists’ tool kit, the Wilson 
Rubber Co., Des Moines, Iowa, is mak- 
ing the Wilson Slapatch. 





The illustration shows the general 
construction of the patch, whieh is 
applied by hand, without tools, length- 
wise on large size tires and sidewise on 
the smaller size shoes. The flap in the 
center, shown in the process of removal, 

















Wilson’s Slapatch 


is only a protecting strip which is re- 
moved when the patch is applied. Ne 
heat is required as the self-curing or 
vulcanizing properties contained in the 
material at manufacture are said te 
make the repair permanent. 


Save-A-Sleeve Glove 


The Save-A-Sleeve Glove made by 
the U. S. Glove Co., Marion, Ind., is de- 
signed for motorists to wear when 
working about the car. It protects the 














Save-A-Sleeve Glove 


hands and sleeves from grease, oil and 
dirt. 

The glove is made of heavy duck, 
khaki colored. The length of the sleeve 
covers the elbow of the wearer. 
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Rose Products Please 


Of more than 2,000,000 Rose Tire 
Pumps in use today, only 44 were returned 
for replacement in 1919. 


Each Rose Product is the best of its kind. 


The Rose Grease Gun is the gun with the 
taper nozzle, which fits any opening from 
Y% to 14 inches—fits so tightly that grease 
can't back out around the nozzle when the 
gun is discharged. 


The Rose Fil-a-Gun Grease Bucket does 


what no other grease bucket on the market 


will do—pumps direct to the car or fills a 
grease gun. Made in lengths for autos, 
tractors and shop. 


Rose Tire Pump Hose, the best that can 
be made, is sold with all connections fitted 
—a great convenience and time saver for 
both dealer and user. 


Rose products are sold through the job- 
ber and dealer. They are giving satisfac- 
tion to the users and are money makers for 
the dealer. 


Frank Rose Mfg. Co., Hastings, Neb. 


(Successors to J. H. Haney & Co.) 
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3LAIR, Wis.—The Knutson Hardware 
Company has built an addition 36 x 
150 ft. 

MENASHA, Wis.—G. A. Loescher has 
remodeled his store building at 240 
Main Street, and is erecting a new 
warehouse. 

NORTHFIELD, Wis.—The_ stock of 


Hagen & Larson has been destroyed by 
fire. Catalogs are requested on the 
following: Automobile accessories, 
belting and packing, buggy whips, 
builders’ hardware, building paper, 
churns, cream separators, cutlery, fish- 
ing t tackle, furnaces, galvanized and tin 
sheets, gasoline engines, heating stoves, 
heavy farm implements, heavy hard- 
ware, lubricating oils, paints, oils, 
varnishes and glass, prepared roofing, 
pumps, ranges and cook stoves, shelf 
hardware, wagons, buggies and wash- 


ing nachines. 
Sawyer, Wis.—The Wulf & Thomp- 
son Company requests catalogs on 


automobile accessories, baseball goods, 
bathroom fixtures, belting and packing, 
bicycles, builders’ hardware, building 
paper, children’s. vehicles, churns, 
cream separators, crockery and glass, 
cutlery, dairy supplies, dog collars, 
dynamite, electrical household special- 
ties, fishing tackle, furnaces, furniture 
department, galvanized and tin sheets, 
hammocks and tents, heating stoves, 
heavy hardware, home barbers’ sup- 
plies, lime and cement, linoleum, lubri- 
cating oils, mechanics’ tools, oil cloth, 
paints, oils, varnishes and _ glass, 
plumbing department, poultry supplies, 


prepared roofing, pumps, ranges and 
cook stoves, refrigerators, sewing ma- 
chines, shelf hardware, silverware, 


sporting goods, tin ship, toys, 
and washing machines. 

OzarRK, ARK —The J. F. Maxey Hard- 
ware Company, established in business 
for the past fifty years, requests cata- 
logs on the following: Automobile ac- 
cessories, baseball goods, bicycles, buggy 
whips, builders’ hardware, building pa- 
per, children’s vehicles, churns, cream 
separators, crockery and glass, cutlery, 
dairy supplies, dog collars, electrical 
household specialties, fishing tackle, 
galvanized and tin sheets, gasoline en- 
gines, harness, heating stoves, heavy 
farm implements, heavy hardware, 
home barbers’ supplies, iron beds, 
kitchen housefurnishings, lubricating 
oils, mechanics’ tools, paints, oils, var- 
nishes and glass, poultry supplies, 
pumps, ranges and cook stoves, sewing 
machines, shelf hardware, silverware, 
sporting goods, toys, games and wash- 
ing machines. 

CovINA, CAL.—W. L. Hurley has pur- 
chased property adjoining his store, on 
which he will build an addition. 

GIBSON City, ILL.—William Krudup 
has disposed of his hardware business 
to the J. E. Mock Hardware Company, 
which requests catalogs on automobile 


games 


accessories, bathroom fixtures, belting 
and packing, bicycles, buggy whips, 
builders’ hardware, building paper, 


children’s vehicles, churns, crockery and 
glass, cutlery, dairy supplies, dog col- 
lars, electrical household specialties, 
fishing tackle, harness, heating stoves, 
home barbers’ sup- 
kitchen housefurnishings, lubri- 


heavy hardware, 


plies, 
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cating oils, mechanics’ tools, paints, oils, 
varnishes and glass, poultry supplies, 
prepared roofing, pumps, ranges and 
cook stoves, shelf hardware, silverware, 
sporting goods and washing machines. 

LONDON MILLs, ILL.—E. C. Cady is 
the new manager of the London Mills 
Hardware Company, successor to White 
& Latourette. 

OAK PARK, ILL.—The Nicholas Hard- 
ware Company has opened a branch 
store at 825 South Oak Park Avenue, 
where a complete stock of hardware and 
related lines will be carried, in addition 
to electric washing machines, vacuum 
cleaners, stove and refrigerators, etc. 

Fort MaApison, IlowA.—Edwin Urfer 
has sold his stock at 604 Second Street 
to Mack & Voigh. The new owners re- 





quest catalogs on a general line of 
hardware. 

PORTLAND, IND.—Beebe Bros. have 
recently purchased a hardware store 


here carrying the following, on which 
catalogs are requested: Automobile ac- 
cessories, baseball goods, belting and 
packing, bicycles, buggy whips, build- 
ers’ hardware, building paper, chil- 
dren’s vehicles, churns, cream sepa- 
rators, crockery and glass, cutlery, 
dairy supplies, dog collars, electrical 
household spécialties, fishing tackle, 
gasoline engines, hammocks and tents, 
harness, heating stoves, heavy farm 
implements, heavy’ hardware, home 
barbers’ supplies, kitchen housefurnish- 
ings, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, pumps, 
ranges and cook stoves, sewing ma- 
chines, shelf hardware, silverware, 
sporting goods, toys, games and wash- 
ing machines. Many improvements and 
alterations will be made by the pur- 
chasers. 

WIMANAC, IND.—John Hoch has pur- 
chased the interest of O. L. Markle in 
the Brucker & Markle hardware busi- 


ness. Brucker & Hoch will be the new 
firm name. 

MANKATO, KAN. — The McCarthy 
Hardware Company, established in 


1882, has fitted up a new display room 
to take care of its increased business. 
Catalogs are reauested on automobile 
accessories, baseball goods, bathroom 
fixtures, belting and packing, bicycles, 
buggy whips, builders’ hardware, build- 
ing paper, children’s vehicles, churns, 
cream separators, crockery and glass, 
cutlery, dairy supplies, dog collars, 
dynamite, electrical household special- 
ties, fishing tackle, furnaces, galvanized 
and tin sheets, gasoline engines, ham- 
mocks and tents, harness, heating 
stoves, heavy farm implements, heavy 
hardware, lubricating oils, mechanics’ 
tools. paints, oils, varnishes and glass, 
plumbing department, pumps, ranges 
and cook stoves, refrigerators, sewing 
machines, shelf hardware, silverware, 
sporting goods, tin shop, toys, games, 
wagons, buggies and washing machines. 
The concern does both a wholesale and 
retail business. 

AITKIN, MINN.—Miller & Anderson 
have started in business, dealing in 
builders’ hardware, cutlery, crockery 
and glass, fishing tackle, paints, oils, 
varnishes and glass, ete. Catalogs re- 
quested on furniture. 

BRAINERD, MINN.—The 
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Alderman- 


Maghan Company has been _ incorpo- 
rated with a capital stock of $50,000. 
The incorporators are James H. Alder- 
man, Amos J. Maghan and Henry C. 
Mills. A line of bicycles, glassware, 
housefurnishings, etc., will be carried 
in addition to its regular stwck. Cata- 
logs requested on a general line of 
hardware and furniture. 

DEER CREEK, MINN.—Franta & Jung 
have commenced business here. Their 
stock will consist of the following: Au- 
tomobile accessories, baseball goods, 
bathroom fixtures, belting and packing, 
bicycles, buggy whips, builders’ hard- 
ware, building paper, children’s ve- 
hicles, churns, cream separators, cut- 
lery, dairy supplies, fishing tackle, fur- 
naces, galvanized and tin sheets, gaso- 
line engines, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
poultry supplies, prepared _ roofing, 
pumps, ranges and cook stoves, shelf 
hardware, silverware, sporting goods, 
tin shop, wagons and washing machines. 

WESTBROOK, MINN.—Bengston & 
Sons have sold their hardware _ busi- 
ness. Deitschman Bros., the pur- 
chasers, request catalogs. 

Popuiar Buiurr, Mo.—Alfred W. Greer 
has bought the Dreese hardware stock 
and consolidated it with his own. 

HELENA, Mont.—The Helena Hard- 
ware Company, owing to increase in 
business, now occupies the building at 
318 North Main Street. The additional 
quarters practically doubles the com- 
pany’s floor space. 

Ruskin, NeB.—The Madison Sage 
hardware stock is now. owned by the 
J. H. Jones Hardware Company. 

VERDIGRE, NEB.—V. J. Vakoc has suc- 
ceeded to the business of Jeominek & 
Jiraceke. 

WaAwneta, Nes.—L. W. Jennings has 
been succeeded by the Grant & Grimm 
Hardware. 

OsakKIs, MINN.—Anderson Bros. and 
Hanson request catalogs on automobile 
accessories, baseball goods, bathroom 
fixtures, belting and packing, bicycles, 
buggy whips, builders’ hardware, build- 
ing paper, churns, cream separators, 
crockery and glass, cutlery, dairy sup- 
plies, dog collars, dynamite, electrical 
household specialties, fishing tackle, 
furnaces, galvanized and tin sheets, 
gasoline engines, hammocks and tents, 
harness, heating stoves, heavy farm im- 
plements, heavy hardware, home bar- 
bers’ supplies, kitchen housefurnishings, 
linoleum, lubricating oils, mechanics’ 
tools, oil cloth, paints, oils, varnishes and 
glass, plumbing department, poultry 
supplies, prepared roofing, pumps, 
ranges and cook stoves, refrigerators, 
shelf hardware, silverware, tin shop, 
toys, games, wagons, buggies and wash- 
ing machines. 

LA GRANDE, ORE.—The Oregon 
Hardware & Implement Company has 
increased its capital stock from $100,- 
000 to $200,000. The concern’s business 
is both wholesale and retail. 

CHARLOTT, TEX.—William C. Thom- 
son has bought the W. O. Bryan hard- 
ware and implement business. 

ORANGE, VA.—The Orange Hard- 
ware Company, Inc., recently suffered 
a fire loss. 














